





Sears Roebuck & Co., 
retail department 
store, Minneapolis, 
Minn., windows illu- 
minated with Frink 
Multilite Reflectors. 


Sears Roebuck & Co. 
Adopts Frink Multilite 


That 36 of the retail stores of Sears Roebuck & Co. are equip- 
ped with Frink Multilite Reflectors (over 4100 individual reflectors 
and 900 color screens) is indicative of the efficiency and econ- 
omy of these reflectors. 


Multilite is a unit fixture consisting of a series of Silverlite Re- 
flectors mounted in a metal trough and completely wired and 
ready to install. From two to ten reflectors come as a unit, wired 
with two circuits permitting of alternate or multiple control. 
Various intensities and color effects are easy to achieve ... 
Send for our circular 79-B for complete information. 


THE FRINK CORPORATION 


23-10 Bridge Plaza South, Long Island City, N.Y. 








New Stands to Display Accessories 
Silver Finish, Black Glass 


All Attachments Interchangeable, Slipover Fittings 





READY FOR THE NEW YEAR 


A Palmenberg Quality Mannequin made in U. S. A. on Palmenberg’s New 
1931 Standard Form, with Palmenberg’s new finish, Palmenberg’s 
fittings—Price to be announced January Ist—Watch for it. 





SHOWROOMS 


NEW YORK CHICAGO BOSTON 
1412 Broadway 234 S. Franklin St, 26 Kingston St. 
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IN THIS ISSUE 


J. M. Macrel, advertising and 
display manager, Fligelman’s, Hel- 
ena, Montana, in his article, “Say 
Farewell to That Worry,” shows 
how the independent merchant can 
overcome: anxiety caused by chain 
store competition. Macrel holds 
that the independent ‘merchant’s best 
ally is window display, and that its 
possibilities have never been fully 
recognized by the chain store organ- 
izations, He suggests ideas that 
can be adopted successfully by 
every store. 


* * * 


Window display in Los Angeles 
and Hollywood is capably reviewed 
in an interesting article by Howard 
Charles Ross. Current windows 
and display trends in New York, 
Chicago, and Detroit, are discussed 
in detail by Coleman McCampbell, 
J. Duncan Williams and F. E. 
Whitelam. Each article is illus- 
trated with outstanding displays of 
the past month, 


* * * 


“Small City Handicaps,” by Ver- 
non P. Estes, display manager, 
Kewanee Dry Goods Co., Kewanee, 
Ill., treats of the many difficulties 
encountered by the small town dis- 
playman who is allowed very little 
money for his displays. Estes, win- 
ner of a number of prizes in na- 


tional display contests, speaks from | 


experience and offers the solution 
to some vexing problems. 


*x* * * 


National advertisers will find 
many interesting and helpful fea- 
tures in the articles by Lloyd H. 
Collins, Geo. L. Thomas, O. C. Mc- 
Leod, Jr., and C. H. Day,.who dis- 
cuss a variety of timely topics in an 
expert manner. Practical crepe 
paper trims gre offered for drug- 
gists and gther merchants by 
Homer A. Harrington. Utility 
windows, hardware displays, and 
show window and interior lighting 
are discussed in other articles. 


* * * 


In addition to the above this num- 
ber contains many photos, and ideas 
on the following topics: Miniature 
figures, show cards, rustic figures, 
action and sound tisplays, men’s 
wear, foodstuffs, store equipment, 


and the latest news of display per- 


sonalities: 





DISPLAY’S GREAT MONTHLY DIGEST 


Display 
Worlad 


on MERCHANTS — DISPLAYMEN ~ ADVERTISERS . 
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NEW FABRICS AND 
DECORATIONS FOR 
SOUTHERN DISPLAYS 


Many new fabrics and Decorative Papers for 
Christmas. A number of these are recent im- 
portations. 


— 





Drape stands with lighting effects. 





Christmas decorations—Illuminated column en- 
closures and brackets—Wall Panoramas—-Odd 
screens—Ledge decorations and window pieces. 





Numerous groups of Moderne Fixtures in Metal, 
Metal and wood and Wood combinations. 





A range of ‘‘Ensemble’’ Display fixtures designed 
along unusual lines. 





New designs in Hand Cut Screens for Christmas. 


Wire Us Your LAST MINUTE Needs 














DISPLAY CENTER 


FRANK D. MAXWELL COQ., Inc. 
1440 BROADWAY & NEW YORK 
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DISPLAY WORLD: 


Can you give me any information as to how a com- 
munity business men’s association should advertise 
worthwhile prizes to be given away at Christmas time? 
I would also like to know how such costs for the prizes 
should be divided among the members of the associa- 
tion. Perkaps you can give me an idea as to what 
prizes should be given, not amounting to over $1,000. 


L.. J. KOTLIKOFF, 
2501 Federal Street, 
Camden, N. J. 


OUR contest should be based upon a subject that 

will stimulate community pride as well as self 
interest. For instance, you might conduct a prize 
essay contest on some such subject as this: “Why It 
Pays to Shop in—(name of your community). You 
can have the civic leaders in your group judge the 
contest. The prizes should be in the form of merchan- 
dise orders on the various merchants comprising your 
group. The total prize awards should be contributed 
by your membership in accordance with their sales 
volume; the largest stores should. make the largest 
contributions. It is sometimes a good plan to ask 
your members to make voluntary contributions to the 
prize fund. In this way the full amount is usually 
raised easily without any ill-feeling relative to the 
share of each member. 


DISPLAY WORLD: 

On page 55 of your August number you published a 
questionnaire used by Howard C. Oehler, Wieboldt 
Stores, Inc., Chicago, to secure information on the 
display budgeting methods used in most stores. I 
would appreciate it very much if you can furnish me 
with the information derived from this questionnaire, 
or if you could inform me as to where I can get this 
information. My firm has no budget for the display 
department, but I think that if I can get the information 
that I need I will be able to convince the firm of the 
need for spending more money for display purposes. 
I would like to have figures showing the percentage of 
gross sales that most stores appropriate for displays, 
increased sales from modernized display windows, etc. 

WILLIAM M. OUZTS, 
Tyler, Texas. 


ERY few of the budget questionnaires were filled 

out and returned to Mr. Oehler, and unfortunately 
a compilation of the material at hand would be incom- 
plete and unreliable. Most stores base their budgets 
upon the amount of business done annually, but the 
percentages set aside for display vary in accordance 
with local conditions, the number of windows, and 
other circumstances. 


In the July 1930 issue of DISPLAY WORLD, 
Carl H. Shank, display manager, Stix, Baer & Fuller 


Co., St. Louis, outlined the system used successfully 
by that store. You will find a number of ideas in that 
article that can be applied to other stores. Your 
problem, however, is apparently one of inducing your 
firm to appropriate more money for display purposes. 
Budgeting would not convince a firm of the sales 
possibilities of display, as Mr. Oehler has pointed 
out, but it would direct a more intelligent effort upon 
the spending of whatever money is appropriated irre- 
spective of how small the amount may ke. 

It is our suggestion that you write to Mr. Oehler 
(Address, Howard C. Oehler, Director, Special Pub- 
licity, Wieboldt Stores, Inc., 1227 North Claremont 
Avenue, Chicago) and tell him the size and type of 
your store and other particulars and ask him to answer 
any specific questions that you have in mind. Mr. 
Oehler is an outstanding authority on the systematic 
operation of display departments by budgeting, and 
we are sure that he will be glad to give you the benefit 
of his experiences and observations. 


DISPLAY WORLD: 

What is your opinion on popularizing local, state and 
national events by the use of “Good Will” displays 
without merchandise in the store windows of merchants 
in the small towns and villages? Does it pay? Cana 
small town dealer do more business in the long run if 
he adheres strictly to merchandise windows? 

L. G. ZWICKER, Display Dept., 
Wisconsin Retail Hardware Ass'n. 
Stevens Point, Wis. 


HE civic type of display can be classed with the 

strictly institutional. Windows of this type are 
used to build prestige. and increase good will and 
undoubtedly have a definite value in increasing sales. 
It takes foresight to recognize and appreciate their 
value, and merchants generally have not fully taken 
advantage of the opportunities which they offer. Al- 
though windows of this type have been more prevalent 
in the larger cities they have an equal, if not greater, 
value for the merchant in the small city. In the small 


-town the citizens are more familiar with each store 


and the absence of merchandise: in the windows for 
short periods should not materially affect immediate 
sales. It is different in the larger cities where a nice 
volume of transient business is done through the 
merchandise on display in the windows. Four win- 
dows annually of the civic type would constitute an 
adequate program for any small city merchant. This 
program would be sure to greatly improve the stand- 
ing of the merchant in the community and would play 
an important part in the growth of his business. 
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NOT ONLY THE .MOST EFFICIENT AND MOST 
ECONOMICAL—BUT ALSO THE STRONGEST 


“Made to last from now on” 





It will cost you nothing to let us explain our new card display frame system to you. 
; We know we can give you better price cards. We know we can save you labor. Are 
a you interested to know if we can also save you money? 


CARD DISPLAY EN CORPORAL ED, 


Be Fe . 22 WEST 32nd STREET, NEW YORK,‘N. Y. | so 2, 
SS 
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WINDOWS 
By MATZER 


VaVv 


Presented herewith are four displays 
from Thalhimer’s, Richmond, Va., where 
window advertising is under the skilled 
direction of A. Matzer, whose work has 
received high praise from critics in America 
and abroad. Matzer’s technique transforms 
his many original ideas into windows noted 
for their beauty and simplicity. His back- 
grounds never call attention to themselves as 
such, but subtly enhance the appearance of 
the wearing apparel and other merchandise 
carried by his store. Each of his displays 
carries a convincing message to the prospec- 
tive customer. In the two upper photos 
reproduced on this page are to be seen two 
of Maizer’s treatments of evening gowns 
and accessories. 





VaVv 


Recently, Thalhimer’s featured a Shen- 
andoah Valley Apple Candy sale. Matzer’s 
display for this event consisted of real apples, 
grass mats, apple blossoms, and a girl manni- 
kin dressed in pink costume and decorated 
with apple blossoms. Interior displays echoed 
the window. In the candy department there 
were six large apple blossom trees, and all, 
of the counters in the candy department 
had grass mats on which bushel baskets. of 
glistening apples and boxes of attractively 
packaged candy were displayed. A girl 
dressed in an old-fashioned pink costume. 
similar to the one worn by the figure in'the 
window, and wearing a large picture hat 
decorated with apple blossoms and blue 
ribbons, carried a tray filled with samples of 
the candy for visitors to the store. 





7 





Vav 


In order to give a new appearance to the 
black ready-to-wear, which was the season's 
outstanding color, four large windows (one 
is shown at the right) were given over to this 
merchandise. A. style message was given in 
white lettering on a black center panel in 
each one.of these. The panels were. sur- 
rounded by autumn foliage and fashion-right 
accessories for black apparel were placed in 
small groups with tickets of explanation. In 
addition to the windows, there- were appro- 
priate interior displays of the same garments 
and accessories. 





6 DISPLAY 


WORLD 


December, 1930 


Say Farewell | 
to that Worry 


Look to Your Windows, Mr. Independent Merchant, and You'll Have 
No Cause for Anxiety Over Chain Store Competition 


By J. M. MACREL 


Advertising and Display Manager, Fligelman’s, Helena, Montana 


F the independent merchant, harassed by chain 
store competition, would give more thought 
to his windows and see to it that his displays 
are always outstanding, he would have little 

cause for anxiety. In combating the chain stores he 
will find that the windows of his store are his most 
effective weapons. Practically all of the chain stores, 
boasting of cut prices, have clung tenaciously to the 
old-fashioned stock type of window. While it must 
be admitted that a few of these are attractive, they do 
not have a universal appeal and they do not sell the 
better merchandise. I believe that the display which 
allows a man or woman to see everything at a glance 
is the type of display an independent merchant should 
promote. 


‘ 


The average shopper of today does not have much 
t'me. In his hurry, the only impression that he gets 





Display of Enna Jettick shoes designed’J. M2 Macrel to tie 


from a stocky window is that the merchandise on dis- 
play seems cheap and ordinary and evidently not worth 
the effort of the displayman to make it look as though 
it had either style or quality. By combating this type 
of window the displayman can make his store exclusive 
and outstanding, and obviously not all in the same class 
as the chain store. By using less merchandise in his 
display he can make each item look its best. You can 
make $10 dresses look like $15 values by using a good 
background and showing fewer garments than you would 
ordinarily use. You should take pains to have the 
garments thoroughly pressed and carefully fitted on the 
forms, or draped in a way to show off their style appeal. 
Put in a few accessories to complete at least one cos- 
tume in the display. 

If you will exercise as much care and thought in 
putting in.a display of $10 dresses as you would in 
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One of Mr. Macrel’s most attractive fall 


putting in a display of $100 dresses you will find the 
results are surprising. Do not use a large gaudy card 
to complete the display. Use an attractive hand-lettered 
card and keep the colors on the card in harmony with 
the color scheme of the window. Don’t use any more 
lettering on the card than is absolutely necessary. 
Give your message to the passerby in a single glance. 

You have probably noted that the chain stores rarely 
feature a “good-will’’ window. Here is another oppor- 
tunity to sell your store to the community. Never turn 
down a “good-will tie-up” with the Red Cross or any 
local benefit organization. A display that has civic 
interest is sure to help your store with the people in 
your locality. Remember that these people are your 
“bread and butter.” 

Watch your “dead” displays. Don’t waste time 
wondering why a certain window doesn’t “pull.” Take 
it out, and save time and money by putting in some- 
thing entirely different. ‘Dead windows” hurt your 
store. Sometimes we take a lot of pains in installing 
a window, using our best judgment in the arrangement 
of the merchandise, and when we are finished we have 
a window that looks beautiful from the outside. But, 
for some reason, the window does not get results. This 
may be due to any number of things-—unseasonable 
merchandise, lack of novelty, or some other factor hard 
to determine. Such a window should be changed as 
quickly as, possible.. It is a good idea to check up with 
‘each department head after you have installed a display 
and-see how the window is pulling. In many instances, 
of course, the window will.be attracting better on the 
‘second or third day than on the first. 

In conclusion, while it is not relevant to the subject, 
I: would ‘like to stress. the importance of ‘keeping your- 
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windows for Fligelman’s, Helena, Montana. 


self sold to your boss. The ideal way to keep yourself 
sold is to hold down the expenses in your department. 
I do not mean by this that you should neglect your 
windows, but that you should be wisely economical. 
Use your creative ability for which you are being paid 
—make over your old backgrounds, floors and fixtures, 
and when you buy new equipment exercise good judg- 
ment so as to make your money go a long way. 

Accompanying photos show two of the recent win- 
dows at Fligelman’s. The fall apparel window, said 
by some critics to be the most beautiful ever installed 
in Helena, had a color scheme of silver and black, a 
silver block floor and a silver cut-out background. | I 
executed this cut-out work with the Cutawl after paper- 
ing compo board with silver paper: The gowns shown 
were expensive evening gowns. The background and 
floor were installed particularly for this display, but 
can be used for many other types of goods. The other 
window is a. tie-up with the Enna Jettick shoe radio 
program. The card is headed TUNE IN. 


KIESLER DIRECTS DISPLAY COURSE 

Frederick J. Kiesler, architect, will be the instructor in a 
course of display window design to be given at the School of 
Contemporary Arts and Crafts, at the Grand Central Palace, 
New York, beginning the 15th of this month. ‘There will be 
afternoon and night classes, and sessions will: be held three 
times a week. The registration is being restricted to limited 
numbers, according to Mr. Kiesler, who proposes to g‘ve indi- 
vidual instruction to each student. The basic rules in com- 
posing modern window display will be treated under two broad 
subdivisions—schemes for. backgrounds and fixture designs. 
Mr. Kiesler is well known for his work in the display field, 
having created for the Saks-Fifth*Avenue, New York, its. first 
complete bank of modern backgrounds, and. having| done 
notable work for other large retail establishments. He is the 
author of a hook, “Contemporary Art Applied: to the Store 


‘and Its Display.” 
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eodern Marietta 


Up-to-Date Ohio City Offers Populace a Real Window Treat in Annual 


Display Contest Sponsored by The Marietta Advertising Club 


By RAY E. FLANNIGAN 


NCE each year the Advertising Club of 
Marietta, Ohio, a most progressive, hos- 
pitable and beautiful city of 15,000 popula- 
tion, stages a window display contest in 

which practically every store in town participates. 
This year eighty-one contestants vied with each other 
in creating windows as smart, as attractive and as 
sales effective as the traveler interested in window 
advertising will find anywhere. I-was called upon 
to inspect these windows and make the awards, and 
had: the pleasure of spending two days in Modern 
Marietta, a city that knows how to make a visitor feel 
always at home and reluctant to leave. The first prize 
in the display contest, a handsome silver loving cup, 
went to George Bengel; Jr., versatile display manager 
at Otto Bros. Department Store, and winner of the 
cup last. year. Two of Mr. Bengel’s windows are 
reproduced on the opposite page. The runner-up 
in the contest was Carl Jackson, manager of Sniffen’s 
Shop for Men‘ 

You will go far to find a city the size of Marietta 
with as high an average of window excellence. Dis- 
plays of most of the stores would do credit to a city 
of sixty. or seventy thousand inhabitants, and at least 
a half dozen windows are on a par with those in the 
metropolitan centers. Intense but friendly rivalry 
exists among the merchants of Marietta and their 
enthusiasm and originality is manifested in all of 
their promotional work Particularly is it found in 
the production of window displays which;every mer- 
chant recognizes as one of the most effective forms 
of advertising. You'll find this same progressive 
spirit in the newspaper advertisements, the copy of 
which never. fails to capture the alert readers of The 
Marietta Daily Times, a newspaper, by the way, which 
is one of the best small city papers in the country. 
This newspaper in addition to covering thoroughly 
the news of the community and of the world at large, 
cooperates fully with the merchants in their efforts in 
behalf of the commercial and civic betterment of the 
city. Asa result, the people of Marietta take a lively 
interest in every activity staged for their benefit. The 
windows in the display contest this year were unveiled 
on Thanksgiving evening, one of the coldest nights in 
the year, but the streets were crowded with people who 
left their warm homes to view the work of Marietta’s 
window men. 

Did the windows entered in the contest have defi- 
nite| sales value in addition to artistic merit? Well, 
just ask any of Marietta’s store owners. As one mer- 
chant put it: “Man, I want to tell you that those 


windows are pulling ’em in. And believe me, depres- 
sion or no depression, the people in Marietta are 
buying now.” And why shouldn’t they when they can 
obtain in this city, at common sense prices, merchan- 
dise of all types as fine as that offered anywhere. The 
merchants of Marietta have the confidence and good 
will of their customers, chiefly because every merchant 
lives up to the’slogan of the Marietta Advertising Club 
—“Truth in Advertising.” 

At this writing the streets of Marietta are in holi- 
day attire. Lamp posts have been decorated with 
Christmas candles, Santas, and other holiday figures, 


and evergreen trees with multi-colored lights make the _ 


main business thoroughfare a veritable Santa Claus 
Lane. The cutout figures for these street decorations 
were executed by the Sewah Studios, of Marietta, 
and with the other decorations were put up under 
the direction of H. E. Schramm, secretary of the 
Chamber of Commerce, and ex-officio member of the 
display contest committee. The cost of the decora- 
tions was borne by the Retail Merchants division of 
the Chamber of Commerce. 

George Bengel, Jr., winner for a second time in 
the display contest, this year had four displays for 
his store, two more for the Otto Annex Specialty 
Shop, and in addition to these put in prize-winning 
class windows for McGrew’s Shoe Store, and Walter 
W. Wood’s auto agency. 

An island window at Otto Bros. by Mr. Bengel 
displayed a beautiful evening gown of transparent 
red velvet and a black coat with accessories including 
white gloves, perfume and a purse. A bright red 
Christmas wreath was the only decorative in this 
display, rich in its simplicity. Two side windows for 
the store had artistic backgrounds of golden organ 
pipes for a showing of lingerie in pastel shades and 
multi-colored handkerchiefs. The handkerchief win- 
dow is reproduced on the opposite page. It will be 
noted that these small items were fashioned by Mr. 
Bengel into decorative wreaths. The floor was in 
black and white block design. Two bright red candles 
electrically illuminated gave a Yuletide atmosphere 
to each of these windows. 

Sniffen’s haberdashery windows, which like those 
of Otto Bros., are always ‘of a very high order, fea- 
tured attractions for the well dressed man. One of 
these presented an intimate picture of a gentleman’s 
room and showed a complete wardrobe including a 
hat and overcoat on a chair, a walking stick, a pair of 
shoes on the floor, a suit on a hanger, a pair of red 
house slippers on a footstool. A chiffonier with 
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drawers opened contained shirts, pajamas, handker- 
chiefs, hosiery and ties. On top of this piece of furni- 
ture was a package of cigarettes, an open book of 
matches, hair brushes and comb. The window had 
warmth, color and realism. Another display featured 
lounging robes in an appropriate setting. Mr. Jack- 
son is assisted in his displays by Edward Cleary and 
Edward Dougherty. 

Another photo reproduced with this article shows 
an attractive hardware display by W. D. Hartwig for 
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the Union Hardware Co. A radio, clock, silverware, 
percolators, irons and lamps were carefully grouped 
in a tasteful holiday setting enhanced with hemlock 
branches, snow glitter, and red ribbons. The front 
of the hardware was also decorated for the holidays. 
Included in this exterior attraction was a large cut-out 
Santa Claus sleigh with reindeers leaping toward the 
sky. 

Among the particularly good -holiday windows in 

(Continued on page 25) 





Here are some examples of Marietta’s window displays. 





a ge UNION HARDWARE co. 
Cd 
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Upper left: Christmas fashion window by George 


Bengel, Jr., display manager, Otto Bros., and winner of first prize in the display contest. Upper right: Another 
of Mr. Bengel’s Christmas windows. Left center: Everything for the well-dressed man as shown in a display 


by Carl Jackson, manager, Sniffen’s Shop for Men. 


Right \center: Window at the Sniffen shop devoted to 


lounging robes. Lower left: Holiday hardware display by W.D.)Hartwig for the Union Hardware Co. Lower 
right: View of the exterior decoration of the Union Hardware Co. 
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WANTED--- 
en with Ability 


Employers Insist That Their Display Managers Have the. Following 
Qualifications: Knowledge of Technique, Executive and Business 
Ability, Energy and Enthusiasm, and Personality 


By EDW. A. RAISBECK, JR. 


Thorndike Deland and Associates, Executive Placement, New York City 


~~ 


HENEVER one of our clients comes to us 
for a display manager, we know that we haye 
a difficult job ahead, because store owners 
are becoming more exacting in their demands 

as to what qualities they want to find in a display 

manager. 

Store owners are becoming more careful in whom 
they. select for their displays, because they know that 
the most important and most expensive space in the 
store is the windows. ~Good windows unquestionably 
increase traffic within the store and create much good 
business that otherwise would be lost. So far as I 
know, no exhaustive study has ever been made among 
a large group of stores as to the relative value of dis- 
play and newspaper advertising as business getters, but 
I have asked many good buyers from all over the coun- 
try whether they would rather have a good window or 
a page of newspaper advertising, and the opinion among 
them is quite strong for the “windows.” This is a good 
appraisal of why a store must be so careful in its selec- 
tion of a displayman. 

You all know how closely your general manager 
watches the figures that your buyers turn in, so that 
most buyers are keen on watching what brings the best 
results. All of you are well educated as to the impor- 
tance of good displays, but one can get a professionally 
disinterested viewpoint by asking some of his consumer 
friends, who are not in the business, whether they buy 
more things because they saw them in the store window 
or because they read about them in the paper. You will 
find that the windows at least break even, and one must 
take into consideration that nearly every woman''gets a 
chance to see a newspaper every day, but not a chance 
to see the store windows. If a window appeals to a 
woman or a, man, she or he is right on hand to go in 
the store to look farther, while the elements of time and 
distance are not so much in favor of the advertising. I 
think there is an old Chinese proverb that says “One 
picture is worth ten thousand words,” and, similarly, 
one good window is worth ten thousand words. 


I hope you will not think that I am disparaging the 
good that can result from keen newspaper advertising, 
because I am very much interested and a strong believer 
in that kind of publicity. However, the importance of 
display and the displayman’s position has not received 
the attention that advertising has, but now stores are 


beginning to see that they are equally important and are 
starting to be more careful in whom they select for 
their display positions. 

All of us here are. “ifiterested in the’ qualities in a 
display manager that a store wner, looks for in that 
executive. Types and size of stores vary considerably, 
but in the fundamental qualities of their display execu- 
tives there is little difference. There are four main 
qualities. Each one of them is as important as the 
others, and if a man lacks one of them to any large 
degree his chances of rising anywhere near the top of 
his profession are seriously limited. They are: 

1. Knowledge of technique. 

2. Executive and business ability. 

3. Energy and enthusiasm. 

4. Personality——-not the kind with which you are 
born, but the kind that one makes for himself. 

Let us take the first—knowledge and technique. 
All of us were born with varying degrees of a different 
talent or talents, and it is safe to say that most of you 
are artistic or you would not have found your way into 
this profession. However, no matter how artistic one 
is, he will never attain the best results unless he con- 
stantly studies his business. Desired effects in windows 
change and the mechanics of producing them likewise 
change, so that the displayman must be ever on the 
alert to add to his fund of knowledge and technique. 
He must follow the best ideas of stores all over the 
country, because not all the good ideas come to any one 
person. He should study merchandise, read the trade 
magazines and fashion magazines, attend fashion shows, 
go to the museums and libraries to make studies of 
periods, or:gins and developments of fashions. .Much 
of the information he will pick up may never occur to 
him in a practical sense, but there is no question that 
his judgment will be thereby seasoned. The trade 
papers must be studied with a view toward getting 
ideas, particularly so that he can be posted on trends and 
what the wholesalers and manufacturers are planning 
‘for the coming season. The assistant display manager 
who studies all these things will not be assistant for 
long. 

The second quality-is executive and business ability. 
It is at least as important for the display manager to 


; mae executive and business ability as itis for him to 


(Continued on page 26) 
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European 
Displays 


—& 





irom Vienna and Berlin, the photos 
reproduced on this page show some 
of the best examples of fall windows 
: in leading European . stores. The 
upper photo presents a display of 
the latest styles in coats and dresses 
by Alfonse Sobek, display manager, 
The Hermansky Style House, in 
Vienna. In the center is an oval 
cutout which gives the effect of a 


’ huge cameo. Black lace hangings 
and the cutout, MODE 1930, are 
used in the background. As will be 


noted, this is a very shallow window, 
but the difficulties presented were 
overcome by Sobek’s technique in 
creating an illusion of depth and 
perspective. 


a 
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Center illustration shows another 
effectve treatment of a_ shallow 
window by cut-out sport figures in 
perspective. This display was created 
by Alois Techt, display manager, 
I. H. Welisch Co., Graz, Austria. 
Merchandise shown is winter sports 
wear for men, 
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' 
Atelier Feist, Berlin, member of the 
Association of German Window 
Decorators, executed the display of 
women’s hosiery shown in the bottom 
photo, A severe arhitectural treat- 
ment and cutouts of figures of 
ucient Greece were used to provide 
an atmosphere thought suitable for 
a showing of Tesyra hose. Thirty 
pairs of hose in various styles and 
shades are featured in this window. 
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Holiday Displays Hold Attention 


IN NEW YORK 


By COLEMAN McCAMPBELL 


ESPITE early November Christmas displays, 
the official launching of the Christmas sea- 
son occurs on Thanksgiving Day when 
Macy’s mile-long parade lashes its fantastic 

amd mirth-provoking trail through the streets of 
Gotham. First, this year, there was the unveiling of 
Tony Sarg’s windows on Macy’s Thirty-fourth Street 
flank, where sixty diminutive marionette creatures will 
make merry until New Year’s Day. Then there was 
the parade itself, with its enormous, waltzing, tower- 
ing balloon versions, a la Tony Sarg, of New York’s 
favorite funny paper characters; with its caliope and 
its 350 clowns and stilt walkers; with its 2500 small, 
but very restless, balloons which are set free along 
the way and convert the sky into a fairyland of float- 
ing bubbles of color; with Santa Claus’s embarkation 
of a.balloon zeppelin; with its release of fifteen mon- 
ster balloons, which net the finders $25 each in mer- 
chandise. It is a feast and a fete, a gloriously lavish 
spectacle that thrills hundreds of thousands of both 
the poor and the rich. It is unfortunate that this 





parade can’t tour every city and town in the country, 
for it greatly surpasses any circus procession. 

In this correspondent’s opinion, the most indi- 
vidually ingenious broadside of Christmas windows 
disclosed thus far is to be found at Franklin Simon’s. 
It introduces novelty, focuses attention and maintains 
a splendid unity. Each of the Fifth Avenue windows 
simulates the lens of a camera eye, a single huge 
wreath -being caught tight between the extended 
shutters. The wreath is massively rich with its closely 
packed green holly leaves and luxuriant red berries. 
It is intertwined with a crossed network (generously 
spaced) of red ribbon. In some instances, the mer- 
chandise is shown in front of this wreath; in other 
instances, it is arranged both to the fore and aft, 
building up in height and laterally overflowing, like 
a cornucopia. The background of the camera-eye is 
brilliant red and dissected with a large round white 
column. The outer frame is of white and the two 
receding shutters are of pearl gray. In one window, 
the glass show card reads, CHRISTMAS IS COM- 


‘Here are four of New York’s holiday windows. Upper left: One of Display Manager Woolard’s recent 


“Gift of Fashion” windows for Arnold Constable. 


Upper right: Display of holiday cakes and candies at 


Macy’s in a setting that suggests a quaint English food shop. Lower loft: Impressive seasonal background 
for men’s wear displayiby Display Manager ‘Wallace at Lord & 'Taylor’s. Lower right: This Christmas 


window at Franklin Simon’s simulates a camera eye. 
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ING. IT COSTS NO MORE TO GIVE HER UN- 
DERTHINGS FROM PARIS. Lingerie is grouped 
on stands surmounting gray box units interspersed 
with small Christmas touches of half-open packages 
and bows of ribbon. In a second window, deep cobalt 
blue flacons of Worth’s Dans La Nuit perfume are 
arranged on three star platforms of gray edged in 
blue. The center unit consists of five graduated star 
levels. In a third window, gloves are arrayed on a 
sweeping stairway, semi-circular in twist, of white 
steps. A similar stairway is also employed for mis- 
cellaneous novelties and gifts and is surmounted by 
naturalistic figure replicas of a cheerful peasant cou- 
ple, each swinging a basket. The background units in 
the side windows consist of snow-white panel screens 
with a leaping reindeer sketched in red. 


Not quite so ingenious, but decidedly impressive, 
are the new seasonal backgrounds installed by Wal- 
lace at Lord & Taylor’s. They follow out the shop- 
within-a-shop window idea so successfully exploited 
at Stern’s. In the main windows, this unit has a large 
rectangular window in the center and then bulges out- 
ward into two convex cases. In design it is reminis- 
cent of the modern windows in the shopping arcade 
of the S.S. Bremen. The entire unit is of white with 
silver metal trim. The convex cases are supported 
with silver metal rods. On short, square posts of 
white, a trick tree flanks either side of the center 
aperture. The trees are slender in height, conical in 
shape, and are of blue felt spattered with vari-sized 
silver stars. When these backgrounds were first dis- 
closed the rear wall of the center window case was 
also of blue with constellations of silver stars. Subse- 
quent sequences have witnessed numerous changes in 
the design utilized for this space but each week it has 
had a Christmas aura. For the first week, a neat men’s 
window featured evening clothes. -Two dress suit 
coats were suspended on metal stands having three 
parallel bars. A single black overcoat covered a 
smaller stand and hung partially on the floor. The 
side show cases contained shirts and other dress ac- 
cessories. This week dolls and toys occupy three 
windows and handsome gifts most of the others. 


Seven Forty-second Street windows at Stern’s con- 
centrate on accessories. In the eighth, Biggs has 
arranged toys on a series of shelves. For the acces- 
sory windows, a heavy block background has been 
built so as to greatly reduce the window depth. Out 
into these background units are three square-cornered 
shadow boxes of varying dimensions and shapes. The 
windows are alternately gold and silver. In the gold 
windows, the shadow boxes are lined with silver and 
in the silver windows vice versa. In an end window 
the niches of graduated heights, descending in scale 
from the right and in an adjacent window the order 
is reversed. In others, a high medial niche is bor- 
dered with two smaller niches, etc. Across all seven 
backgrounds ‘run white parallel rods, horizontally 
placed, in some instances crossing the open. retesses. 
Cut-out letters in blue spot these rods like notes of 
music and ‘spell out captions such as, jewelry, gloves, 
bags, pajamas, lingerie, perfttmés, stationery, luggage, 
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umbrellas, novelties, handkerchiefs, hosiery, etc. The 
word GIFTS was stuck elsewhere in every window. 


In the corner window at Russek’s the background 
is still divided into six upright niches. At present 
these are white, and written across the broad top ex- 
panse is RUSSEK’S FURS—THE REGAL GIFT, in 
gold letters. Each niche contains a real spruce tree 
and a single mannikin. Other mannikins are posed 
on the open floor space, also of white, beside spruce 
trees. Brown and black coats are exhibited on the 
mannikins. In the second Fifth Avenue window, there 
is a large central niche and two triangular corner 
niches. These contained an abundance of gifts. 


Considering the fact that Woolard at Arnold Con- 
stable’s is obviously hampered with the necessity for 
stringent economy, he has done a very creditable job. 
He has had to yank the three semi-circular concave 
niches from the warehouse and refurbish them. This 
time they are white with green divisional strip bor- 
ders. And to deck them out even further he has added 
an overall top lambriquin against the window glass. 
This consists of three layers of compo board, the 
outer layer in green, the other two in white. In the 
center niche a mannikin is posed and in the side niches 
gifts and accessories are mobilized on five tier plat- 
forms of white. The floor covering is of red and the 
wreath suspended in the center niche adds another 
touch of red and green. The single extravagance 
is manifested in the wall lights of the side niches. 
These are of silver metal and have two candle 
branches which are spanned with fan-spread of 
pointed copper prongs. 


A fascinating toy window at McCreery’s dupli- 
cated a toy Coney Island. There was a beach, an 
elevated boardwalk for promenading and cut-out 
Ferris wheels, merry-go-rounds, scenic railways, wind- 
mills, airplane swings and all the gay paraphernalia 
that goes with an amusement park. In another win- 
dow at this store, the background consisted of a mam- 
moth head of Santa Claus mounted near the top of 
rear wall. His long arms were horizontally extended 
and suspended from them was a heavy curtain of red 
velour. Against this setting toys were . grouped 
around a life-size figure of an animated clown. 





NEW COURSE OFFERED BY KOESTER.SCHOOL 


Announcement has been made by the Koester School, 314 
South Franklin Street, Chicago, of a new course in window 
display planned for home study as well as class room instruc- 
tion. It may be completed wholly through home study, or 
wholly through class room instruction. When preferred, the 
student may begin the course at home and at any time within 
eighteen months, he may attend the school for personal in- 
struction. Or he may start the course at the school and 
continue through home study. The new course is the outcome 
of twenty-five years’ experience in teaching display work and 
is a fitting companion to the mail and class room instruction 
in retail advertising and show card writing. The Koester 


.. School has made it’ possible for every young man, who cannot 
‘spend. four years in college, to qualify himself Within a short 


time.for a field in which there are unlimited’ opportunities. 
Those who ard employed in the smaller stores and who have 


‘charge of the window ‘displays in connection with other work 


will find this course particularly well suited to their needs. 
Each lesson inthe course i$ profusely illustrated. 
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Miniature Figures Featured in 


Sports Window 


At McAlpins Attract Throngs 
By ROLAND WEBB 


EALIZING the keen interest of the average 
American in sports events and celebrit‘es of 
the sports world, McAlpin’s, Cincinnati, de- 
voted a window to a display of life-like 

miniature figures of leading stars in every sport. The 

window stopped and held the hurrying crowds on 

Fourth Street and as a result won considerable news- 

paper publicity. The Cincinnati Post carried a three- 

column reproduction of the attraction. It was a 

window that everyone wanted to see. 

The twenty-six figures, each about thirty inches 
high, were made in Salzburg, Germany, by artists who 
had never seen their models but who worked entirely 
from photographs with amazing results. They include 
leaders of the past and present in tennis, boxing, foot- 
ball, baseball, swimming, av-ation, auto and motor 
boat racing, golf and the turf. Jack Dempsey’s statue 
is a lithe, tigerish, life-like replica of the great fighter. 
Among the other celebrities reproduced with fidelity 
are Helen Wills, Bobby Jones, Red Grange, Babe 
Ruth, Paavo Nurmi, Gertrude Ederle and Charles 
Lindbergh. The figures were imported to this country 
by Jerhof, distributor of display novelties. 

Much credit for the success of the window must Three displays by Arthur Howard Williams, display 
be given to Arthur Howard Williams, display man- manager, McAlpin’s, Cincinnati. Top: Unique soap 
ager at McAlpin’s, who designed a setting for the window. Center: Display of Vita-Ray toilet articles. 
(Continued on page 26) Bottom: Blankct disp/ay. 
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Figures of leading stars of the sports world drew record crowds to a McAlpin window. 
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‘Personality “Plus 


Meet Harold Callister, Genial Display Manager at Dieden Bros. 
Department Store, Chicago 


By FRANK L. CONWAY 


EN years ago, Harold Callister, a native of 
the Isle of Man, took a position as display- 
man with Dieden Bros., Chicago Northwest 
Side department store. From the start he 

showed a lively interest in the welfare of the busi- 
ness and considered window dressing as only a part 
of his. work. He made himself invaluable to the 
organization. Recently he celebrated his tenth anni- 
versary as display manager of the store. His work 
offers an example of the way in which a display 
manager can make himself a vital asset to the store 
and raise his function of window decorating to the 
exercise of executive enterprise. 

Living in the community in which he works, Mr. 
Callister has made it a point of cultivating friends 
there who constantly drop 
into the store to see him and 
who invariably add an incre- 
ment to the store’s business. 
He spends considerable time 
on the floor of the store, 
meeting customers, making 
them feel at home, and see- 
ing that their wants are 
satisfied properly. In thus 
lending his personality to 
the store not only as a dis- 
play manager whose work is 
viewed through plate glass 
windows, but as one of the 
executives of the store who 


issued by the store to invite attention to the values 
contained in two particular windows. The circular 
also contained a photograph of Henry Dieden, one 
of the owners of the store, congratulating Mr. Callis- 
ter upon his achievements. 

Display Manager Callister’s windows are always 
attractive and sales effective. Many of them have 
won national recognition and several were awarded 
prizes in national contests. Two examples of his 
work are shown on this page. 


GINDEN NOW WITH REYNOLDS CO. 
Robert “Bob” Ginden, formerly with the Hecht Co., Wash- 
ington, D. C., and well known in eastern display circles, has 


been appointed display manager for the Reynolds Co., Perth 
Amboy, N. J. 





tries to make a customer 
always feel that she is wel- 
come and her patronage ap- 
preciated, Mr. Callister has 
proved an inspiration to the 
young man just entering the 
field of display. 

Mr. Callister has devel- 
oped a “personal pulling 
power” which has been util- 
ized in staging his own 
anniversary celebrations and 
his own store-wide sales. 
The first of these celebra- 
tions netted an increase in 
sales volume of 35 per cent 
over the corresponding days 


the recent tenth anniversary 
celebration a circular was 





Two of Display Manager Callister’s windows for Dieden Bros., Chieago, Illinois. 
My. Callister considers: window trimaming:as. only. one. part of lis job. His store 


considers him invaluable: *- a 
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Aids for the Lamp Dealer 


1931 Display Program of National Lamp Works Designed to Make 
Merchant's Windows Outstanding 
Ry C. H DAY =: 


Sales Promotion, National Lamp Works, Cleveland, O. 





ELIEVING that the 
year-.1931 is full of 
Mazda lamp sales 
possibilities, the Na- 
tional Lamp Works of Gen- 
eral Electric Co., have an- 
nounced a display service 
destined to be of great help 
to dealers everywhere. Beau- 
tiful colors and artistic ar- 
rangements <have been em- 
ployed in each of the displays 
to attract and hold the eye. 
The displays approach the 
window-gazer from different 
standpoints. One _ contains 
recipes for proper home light- 
ing, another_in a humorous 
way suggests a method of 
eliminating the empty socket 
evil, anothertells the advan- 
tages of buying six or more 
lamps at a time. In all there 
are to be eight sets of display 
material, seven of which have 
already been _ completely 
worked out and announced to 
dealers. 

“Tt has been estimated that 
45 per cent-of the real value 
of a store lies in its windows. 
They -are the~most intimate 
and direct contact with the 
customer.” So declared Ar- 
thur O. Price, outstanding 

~ merchandisef-and exponent of 
the “scientific yardstick” in 
merchandising, at the annual 
Retail Clinic héld in Cleveland 
last fall. At the same Retail 
Clinic, William Nelson Taft, 
editor of the Retail Ledger, 
stated that windows are the 
most important part of any 
store and urged his listeners 

Diets to dress up their windows to 

A Ty ; (Continued on page 32) 
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Top: Painting by, Rolf Arm- 
strong is one of the features 
of the January display, of the 
National Lamp,Works, Below: 
. «Display - designed . te, attract 
T next year's holies business: 
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3y J. DUNCAN WILLIAMS 

















































f T’S an ill wind that blows no good, and this the enthusiasm that should go with it to break through 
” old saying was particularly applicable here- the psychological buying resistance on the part of 
a abouts during the middle of November those who are able to buy. Christmas offers the best 
% when a sustained spell of pleasant weather opportunity of all the year to break the spell if that’s 
a caused a lull in the seasonable demand for all cold what it amounts to. 
e weather commodities. While it was hard on the a> Perhaps the most strikingly new and effective 
P chants with stocks of overcoats and other winter Christmas displays along State Street were those of 
- apparel and necessities that move or lag with the Mandel Bros., which showed special consideration for 
r- weather, it was still a Godsend to the unfortunate the windows by way of new Christmas decorations to 
— people who through widespread unemployment and fit in with the recently installed autumn opening 
- consequent depleted funds were without food, fuel window backgrounds. 
e. or warm clothing. ketct The most striking feature of the Mandel Bros. 
le The merchants have been more inclined to appre- windows in the writer’s opinion, was that of an- im- 
it ciate the latter fact than to deprecate or complain provised Christmas tree formed from a spiral of 
1S about their own misfortunes and have set themselves Chromium metal with blue lights within the spiral. 
t- to the task of getting what business there has been to The effect was quite distinctly new, interesting and 
1S get by announcing early sales and other special offer- appropriate. Three of the large windows along State 
rf ings in winter apparel. Street were treated with this spiral Christmas tree 
et The weather changed just before Thanksgiving, which was mounted on a tier of steps in the center of 
1- bringing with it snow and ice for that event. There the window upon which steps, items of merchandise 
re seemed to be a general effort to install the regular particularly suggestive as gift items were displayed. 
re Christmas window trims the day before Thanksgiving The circular recessed display spaces in each end of 
y or the day after. By Sunday, November 30, prac- the State Street windows were trimmed with units of 
re tically all stores in and around the downtown district, separate but related merchandise to that which was 
ly as well as the outlying districts, had their Christmas displayed on the steps in the center. 
oi decorations up and Christmas merchandise on display. The double corner window at Madison and State 

Naturally, the stores are hopeful that the holiday busi- Street displayed an interesting group of dolls and 
at ness will be as nearly normal as possible and that girls’ playthings in the window on the State Street 
1e the month of December will mark the real beginning side with two life-size “Raggedy Ann” mechanical 
ne of the turn toward better times. dolls kept dancing. A dog, also mechanically operated, 
After a casual observation of all the Christmas moves its head and winks its eye in realistic fashion. 
ai displays in the loop, one cannot escape the conviction The other window on Madison Street was backed up 
ii that they are, as a whole, below par if we use previous with a jungle scene of setback type with space in the 
s standards as a comparison. Nothing is more evident background for the display of an African village, 
of than that the displaymen are working on restricted natives, and wild animals, all in miniature figures 
i Christmas budgets. There are lots of last year’s made of grass. The main part of the display space of 
al decorations that have been dolled up and used over. this window was devoted to other items particularly 
id Some have not even been done.over. Wherever there appropriate as gifts for boys. One of the large win- 
‘a is an exception to this rule, and new decorations ap- dows on the State Street Side featured an exclusive 
t, pear, the entire effect of the front and particularly the display of perfumes in the center with handkerchiefs 
merchandise displayed seems to reflect more of the displayed in the circular recesses at the ends. An- 
=i real Christmas spirit of former years. Where old other window carried a feature display of shoes and 
ty things have been used over, there is not the real effort boudoir: slippers in the center with related items dis- 
or effect one expects. . Played in the circular recesses. . 

Perhaps, the ‘merchants feel that. no ‘matter what :/ At Marshall Field & Co., the fall opening back- 

“es they, might expend in’ decoratives and:fixings, as they © {! grounds remained intact with practically’ no excep-\ 
se ‘would with! a’ more optimistic outlook, no more will | ‘tions, the Christmas ‘atmosphere beitig’ injected’ into 
es be sold‘as a result. This thought seems to have gotten the windows through | they use Of pale red and pale 
he into some of the windows:and makes its impression on green glazed Christmas wreaths hung in the back- 
v: the passerby as; such things will, despite an effort to ground of alternate windows and by the display of 
ct avoid it. I believe that merchants should do every- aruaee aid appropriate Christmas merchandise items. 





Se thing possible to reflect the true Christmas spirit and ~~ (Continued on page 52) 
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Small City Handicaps 


Displaymen in the Smaller Cities Deserve Particular Recognition for 
Their Ability to Produce Selling Displays Despite Many Limitations 


By VERNON P. ESTES 


Kewanee Dry Goods Co., Kewanee, Lil. 


HE displaymen in the smaller cities are often 
not given the recognition and applause that 
their efforts sometimes deserve. They must 
ply their craft with limited or no budgets for 

the purchase of fixtures and decorations, and sometimes 
even the lack of essential raw materials for the produc- 
tion of needed decorative units. 

When the displayman of this type gets the oppor- 
tunity to visit a larger city occasionally, it is no wonder 
that he gets the impression that big city display is a 
cinch. He is awed with the beautiful fixtures and deco- 
rations, and even begins to wonder whether the stores 
are selling fixtures or merchandise. Not that new and 
modern fixtures and decorations are not essential and 
assist materially in display effectiveness, but because 
he knows from experience that he must produce win- 
dows of equal effectiveness without the aid of the 
wonderful display properties which the large city dis- 
playman has at his command. 

There are times, too, when the small city display- 
man finds himself wondering if there is anything more 
to installing a display than putting fixtures in the win- 
dow and placing the merchandise to be displayed on 
them. He also often finds himself wondering what 
some of the “aces of the display profession” would do 
if they suddenly found themselves in a small city store, 


planning a display with no other fixtures than are 
usually found in the average small city store. It is 
unreasonable to think that all stores can afford or are 
willing to buy many of the new and modern fixtures, 
but it is in the stores where they are most limited that 
the displayman’s job becomes a really creative under- 
taking. 

In our store a sigh, NO FIXTURES FOR SALE, 
would be appropriate in more than one sense of the 
word. In the first place, we have very few fixtures, 
and could not part with a single one of them. In the 
second place, they are not so fancy that they would 
attract one, even though he were in the market for fix- 
tures. I will admit that this shortage of fixtures is a 
serious handicap, and I know of no one who could use 
new ones to a better advantage than I could, for there 
are certain things that must have the proper fixtures 
before they can be shown properly. Still, being short 
of fixtures has its advantages, too, but one cannot real- 
izt that this is an advantage unless he gives the situa- 
tion a lot of serious thought. For example, many ways 
of creating original and attractive displays are devised 
that are unusual and at the same time effective. And, 
from the viewpoint of the store owner or manager, the 
fixture investment is not so large that it is too notice- 


able in the expense account. (Continued on page 22) 





Prize winning display of rugs for the Kewanee Dry Goods Co. by Vernon P. Estes. 
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WORLD 


CAN BUY AN 
International CGulawt | 


On Easy Terms: 


If you have denied yourself the speed, the accuracy, the 
satisfaction of the Cutawl in your cutting work—this 
is your opportunity. Ona liberal easy payment plan, 
you can put the Cutawl to work immediately on 
your Signs, Stencils, Window Displays, Scenic Back- 
grounds, Screens—every kind of cutout. A compact 


electrically operated, simple machine which anyone 
can use. The Cutawl leads in cutting— 
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@ MODEL K7 CUTAWL Aluminum Compo Board Paper, All Kinds 
Se Whether the job calls for a delicate, oo nig Fn we 
lacy effect or strong, bold treatment, Cardboard Fibre Sheet Wallboard 
re this tool will give the finished pro- Celluloid Saale Wood 
es duction precisely the quality you wish. Celotex Kissin Zine Sheet and 
rt Cloth Other Metals. 
1- 
2a 

a- Ten Day Free Trial Offer 

> 
* You can try the Cutawl on your own work free—-for 10 days— 
d then buy on easy payments. The Cutawl pays for itself over 
s and over, and MAKES MONEY FOR YOU WHILE YOU 

+ ARE PAYING FOR IT. 
e- 


“ A New Cutawil 
at Only $90 


Even if you do only occasional cutting, you need the Cutawl. 
The K5A priced at only $90.00 is simpler and less powerful 
than the K7, but is just as sturdy—just as efficient—and has 
all the EXCLUSIVE CUTAWL FEATURES, which have 
made all models famous. 


SEND COUPON FOR DETAILS International KSA MODEL 














INTERNATIONAL REGISTER CO. 
13 South Throop Street. CHICAGO, ILL. 
NEW ADJUSTABLE BEVEL CUTTER pose===== MAIL COUPON TODAY !annnnnn=us 
t 





THE INTERNATIONAL REGISTER CO., 
13 S. Throop St., Chicago, Ill. 
Please send me details of your easy payment plan 
for— 
_| Model K7 Cutawl 
_] Model K5A Cutawl 
(Check Model desired) 


Here is an attachment 
that adds extra refine- 
ment to your cutting 
work. Our new Ad- 
justable Bevel Cutter 
will cut a clean bevel 





of any angle between Name hey ence 
45° and 65°. Fits a!l Address....... ES ie ree Ae oak. ee eee 
K6 and K7 Cutawls. er Se Ce ere 


The price is $12.50, 
and we send it on ten 
days’ free trial. 





I am interested in Cutawl to cut the following material: 
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With Detroit Displaymen 


By F. E. WHITELAM 


EFORE plunging this review into the one 
absorbing thought just now, namely Christ- 
mas, let us consider together a few high- 
lights in Detroit displays, placed early in the 

month, a trifle ahead of the Christmas season. At 
Kresge’s, noted for displays with a punch, we read 
in great letterss—BUTTER SCOTCH WAFERS 
PURE AS GOLD. This caption gave the theme for 
“the clever scenic back with ships and pirates in well 
executed manner. Added to this was the treasure 
chest in the foreground bulging and overflowing with 
the round gold wafers—and many real money bags 
piled around, carrying out the above worded theme 
in a high-grade manner for an article priced at 10 
cents a pound. 

November, as in the past, meant the opening of 
many silk sales. Hudson’s used ten windows to pro- 
mote this sale, eaeh of which was centered with a 
beautiful wood panel, overlaid with many varied col- 
ored woods, also near the top was a beautiful imported 
black etched glass, giving relief and ciass to this ar- 
tistic panel. Very thin graceful letters of pewter gave 
the only sale touch to this setting. Windows of silks, 
velvets, brocades, at a single price, were displayed in 
graceful drapes, full figure drapes, etc. 

At the S. L. Bird Men’s Store, displavs directed by 
Don Ferguson, there was a clever promotion of Up- 





land Plaids in both shirts and ties. The card, headed 
UPLAND PLAIDS, told the complete story in few 
words. The Scotchman, clad in perfect Scotch fashi- 
ion added a link of true merchandising value. A sales 
promotion of some magnitude was noted in men’s suits 
and overcoats, as the card read 2000 BRAND-NE\YV 
2 PANTS SUITS AND OVERCOATS AT $29.75 
These windows grouped in blends of colors with suit 
and overcoat ensembled, put over a sale of fine pro- 
portions. 

With the extreme popularity of backgammon, a 
smart display at Hudson’s placed the once popular 
game back in front rank of popularity. An oversize 
set, some nine feet high and seven feet wide, formed 
the impressive background, around which groupings 
of the game at various prices were displayed. 

In a novel and attention-compelling display, Hud- 
son’s featured the Stromberg Carlson radio. Against 
a pearl grey felt background, two black felt pillars 
stood out in relief with the raised thin silver letter 
wording. In one corner of this large window a single 
radio was placed, with its beauty of design shown to 
wonderful advantage by draping from ceiling across 
the corner, a pair of silver velour drapes. Balancing 
this corner was a similar treatment for the opposite 
side, only in place of a radio, a somewhat old type 
small telephone switchboard was placed, with a very 





: a aren 2 


ag blak 


Upper left: Display of Upland 2 Plaids in neckwear by Don A: Ferguson, S. L. Bird & Son, one of the many 


interesting disp’ays in Detroit last month, 


Lower Icft: Popular games for young and old are featured in this window at the J. L. Hudson Co. 


Upper right: Window unveiled at Hudson’s during Book Week. 


Lower 


right: Another window at Hudson's showing Duchesse hosiery. 
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smartly dressed telephone operator sitting in position 
to answer calls. Placed above this attractive display 
were raised silver letters on black felt, PIONEER IN 
SOUND TRANSMISSION, which told a story hard 
to forget. 

Book Week, November 17 to 22, was ushered in 
with many attempts at displays. Many were com- 
mendable, but as usual the outstanding idea was car- 
ried out at Hudson’s. Solid book shelves of vivid red 
lacquer lined the background of the window—filled in 
on each side with panels, wall paper covered complet- 
ing a novel modern room. The books were placed 
very informally qn the shelves as though just having 
been used by three various sized mannikins standing 
in front of the books. The whole setting provided a 
most life-like, realistic, sales appealing display. With 
equal effectiveness this same setting was changed to 
a Christmas theme, with card reading, CHRISTMAS 
SLIPPERS FOR ALL THE FAMILY. 

Many Thanksgiving linen, silver and china wear 
displays held the attention concerning the approaching 
national holiday. Seated at a table were five yarn- 
haired imported mannikins enjoying their private 
table and party while the old folks sat near by with 
their guests and perfect table appointments of favor, 
china, etc., reminding one of the coming event. 

With the prolonged sales appeal of the Sunday 
Nite gown and hat many new and varied angles were 
used for displaying this much-talked-of addition to the 
wardrobe. At Russek’s, Kline’s and Kern’s, a promo- 
tion of black and white in the romantic atmosphere of 
Russian influence brought forth most interesting dis- 
plays. One card read, THE SUNDAY NITE 
FROCK PLAYS AN IMPORTANT ROLE IN 
YOUR WINTER WARDROBE; one display of lace 
gowns said, RUBY LACE FROCKS IN THE 
CHANEL MANNER. The fashion exploitation of 
the month at J. L. Hudson Co. airplaned back to New 
York for its setting and theme. As the card said, 
SMART FASHION RULES AT ZIEGFELD PRE- 
MIERE—“SMILES”, one can almost imagine the set- 
ting truly lovely in its execution. The back drop, a 
well-painted theatre entrance, showed three perfectly 
dressed figures in the foreground as one could imagine 
having just alighted from their Packard. The lovely 
mannikin on the arm of her escort was a picture in 
black and white. White rhinestone trimmed gown, 
with black evening wrap, gave a superb contrast to 
the men’s evening attire. A beautiful picture of 
Marilyn Miller, the star of “Sunny,” completed this 
marvelous theme, well worth a second pause to view 
so realistic a display. Our hats off to Mr. Wendell 
and his display staff. 

Never in the history.of Detroit has the subject of 
holiday gifts been so important as now. ‘Never before 
have gift objects been so attractive, never so much 
of novelty, never so much decorative and really gift- 
worthy, and best of all never so attractively priced. 

Not within this writer’s recollection has gift buying 
received so strong an impetus as now, for the reason 
the cloud of strict economy is lifting, with no better 
time for letting go than during the holiday season. 
Our retail marts stock the finest of everything the 
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Display of French kid shoes for women by F. E. 
Whitelam, for R. H. Fyfe & Co. 


world over, including the choicest Christmas novel- 
ties. Owing to many converging facts, prices are 
surprisingly low, in fact, lower than for several de- 
cades it is believed. The general feeling is that of 
relaxing heretofore prevalent economy, and the inter- 
est of all to make the coming holiday season one of 
such good feeling and generosity as has not been 
felt for many years. All Detroit stores are ready to 
offer their full share toward this consummation—and 
it is believed that the public will be on hand to partici- 
pate and will also combine to further a real holiday 
season long to be remembered in the history of this 
city. Preparing for the official reception of Santa 
Claus, workmen have begun decorating the downtown 
area with garlands and colored lights for Detroit’s 
first annual Christmas festival. The community spirit 
which has been crowded out at Christmas time by 
individual activities will be given full play and free 
reign in the city this year, and masquerades, parades, 
and pageants are being planned for the holiday period. 

More than 30,000 feet of garlands of cedar, balsam, 
and spruce will be hung on Washington Boulevard, 
Woodward Avenue, Griswold Street, Broadway and 
other downtown streets. Approximately 15,000 red 
and green lights will be used to transform the loop 
area into a sparkling canopy of light at night. There 
will be 1,500 small Christmas trees, according to the 
plans, and five large trees, including the municipal tree 
at the City Hall. Washington Boulevard has been 
chosen as the place for the landing of Santa’s plane, 
the signal for beginning of the holiday festivities. 
Detroit’s 1930 Christmas slogan: “Spend your 
hoarded money—Open your pocketbook! Early 
shopping and often means return of prosperity— 
Lowest prices in years and years!” 

At Crowley’s, with Clem Whately, director of dis- 
plays, the holiday spirit was presented with dignity 
and good taste. The outside decoration marquees 
and building consisted of princess pine and very large 
electric lighted wreaths placed for a story or more 


in each window. 
(Continued on page 76) 
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Picce goods dispay by Mr. Esics for the fall opening 
of his store. 
~ . Small City -Handicaps 
(Continued from page 18) 

The display of rugs shown in the accompanying 
photograph is a good example of a fixtureless window 
display. It can be noted that not a single display fix- 
ture was used, yet this display was awarded third prize 
for displays of this class at the display convention in 
Chicago this year. The rugs used were American 
Orientals, and they worked out beautifully in this dis- 
play. The large rug at the center was fastened to the 
background and draped out towards the front of the 
window, on the floor. The table, lamp and scarf, used 
as finishing accessories, were taken from stock and 
returned when the display was taken out. The units at 
each end of the display were made on two ordinary 
step-ladders. The rugs were folded in wide pleats and 
thrown over the tops of the ladders and then pulled 
out in fan-shaped drapes on the floor. Besides show- 
ing the rugs effectievly, this method completely hid the 
ladders from view of the window shoppers. Each of 
these units was finished off with a small rug as shown 
in the picture. I find that in almost every window that 
[ install small pieces of furniture may be used instead 
of fixtures, as they were in this window. The furni- 
ture department is always willing to cooperate because 
of the representation that it gives the department in the 
window. 

Piece goods can always be shown on simple home- 
made fixtures. An accompanying photograph shows 
what can be done with a window of this type with only 
a few fixtures. In this window a wax figure is used, 
but by balancing the T-stand drape at the right with a 
similar drape at the left almost the same results could 
have been obtained. The T-stand drape was of brown 
printed silk crepe and eggshell crepe. The figure drape 
was of brown transparent velvet, which was not cut. 
A buckle at the waist, shoulder straps of gold lace and 
the strand of beads were the accessories with which 
this drape was completed. The three units of acces- 
sories were made on the simplest kind of fixtures. This 
was a fall opening display, and it brought many favor- 
able comments and a lot of business to the piece goods 
department. During this opening all of our windows 
carried cut-out fall opening signs like the one shown 
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in this window. The letters were painted deep orange 
and outlined in blue. This is an island window, and 
the reflections are caused because the interior of the 
store was in darkness when the picture was taken late 
at night. 

The displayman who is limited in the number of 
fixtures he has to use will find the following method a 
practical way to avoid many of the disadvantages that 
being short of ‘fixtures causes. Always plan to use as 
few fixtures as possible in every display. Use scattered 
pieces of furniture wherever possible. Make the goods 
to be displayed the center of attraction in the window. 
Then, when there is a window that requires fixtures to 
be put in, there will probably be enough to complete it 
without having’ to steal them from a window that is 
already placed. And, finally, if you can’t get a big 
order for fixtures signed, try getting a small order 
signed. You will probably find that two small orders 
a few weeks apart will be much easier to get signed 
than one larger order. And if it is impossible to get 
any kind of an order signed perhaps you can arrange 
some kind of a trade with a fellow-displayman in a 
nearby city. In any case, just keep plugging along, 
because even the song says that “Good Times Are 


9 99 


Comin’. 





NOVEL LIGHTING DEVICE IN ENGLAND 


From England comes a report of a novel illumination 
device by which a window is automatically lighted whenever 
a pedestrian approaches. It was demonstrated by Messrs. 
Frederick Sage & Co., Ltd., at the Fashions Exhibition and 
proved one of the highlights at the exhibition. A stand had 
been made in the form of a shop window, and as a person 
approached to within two feet, the lights immediately went 
on. As soon as the person passed on and was outside the 
“live” area the lights went off again. While any person stood 
in front of the window the lights remained on. The system 
by which the lighting works is briefly this, according to the 
inventor: “The human body has electricity in it, and this 
affects the wire as one comes within a certain range, which 
can be varied from a few inches to several yards. A very 
delicate instrument turns over the switch. I have turned on 
the lights in a room by simply walking in. The device can 
be used to flood a house with light and act as burglar alarm. 
The invention looks rather like a small portable wireless set. 
One claim made is that it will cut electric lights bills, as 
the lights in the windows will only be on when needed.” 





ANNOUNCES SATIN FINISH FOR METALS 

The American Nickeloid Co., Peru, Ill., has developed a 
“satin finish” for nickeloid (nickel zinc) and chromaloid 
(chrome zinc). There are several very definite advantages in 
a satin finish over a bright polish. For instance, a satin finish 
can be formed and bent without distorting the surface. An- 
other advantage in the new finish is that scratches and abra- 
sions occurring in handling the metal do not show up as on a 
highly polished surface. The new finish is being furnished in 
a full range of sizes, gauges and tempers. 





A DYE FOR GRASS MATS 

It is true that progress brings about some new discovery 
every day, but it has been many a day since we have had 
brought before our eyes such a discovery as that made by H. 
Merryman of Chicago. 

H. Merryman’s discovery is that of a liquid dye for 
recoloring grass mats and will be marketed under the trade 
mark of “Grass-Mat-O.” 

We are sure that all displaymen and merchants will wel- 
come this new discovery as it will mean another cut in ex- 
penditure. “Grass-Mat-O” will be marketed by the Grass- 
Mat-O Dye Products, 2748 Hampden Court, Chicago, III. 





Dece 























December, 1930 


. 
























cere 


fuze bi ee T., : At 
rr ay. ‘ rt 



























































DISPLAY WORLD 


td ea 


gut 













AGO wg. 


34d 





ment 











oe 
i: and Uecorations 
rl a ig Chicago affords the most complete Display Equipment and Decoration Market in the 
- E. ine World—Time and money may be saved, and the best that decorative genius creates can 
is be obtained in Chicago at prices that can not be duplicated—quality considered. 
THE ADLER-JONES CO. THE KOESTER SCHOOL 
649 S. Wells Street 314 S. Franklin Street 
Window Display Decorations Display and Card Writing Instruction 
= CHICAGO CARDBOARD CO. NATIONAL CARD, MAT & BOARD CO. 
664-670 Washington Blvd. 4318-36 Carroll Ave. 
Art Poster Card and Mat Board Showcard Boards—Mat Boards 
CORNELL WOOD PRODUCTS CO. PAASCHE AIR BRUSH CO. 
307 N. Michigan Avenue 1902 Diversey Parkway 
Cornell Wood Board Airbrushes and Airpainting Units 
INTERNATIONAL REGISTER CO. SCHACK ARTIFICIAL FLOWER CO. 
13 South Throop Street 134 N. Damen Ave. 
“CUTAWL” Decorative Cutter Artificial Flowers and Window Decorations 
Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of the DISPLAY WORLD 
Write for Catalogues! 
ws Copyright, 1924, by The Display Publishing Ce 
al A ! TS ae MIR perblety| | | a we ba! : = e pail IS 
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Progressive Spirit Dominates Displays 
of the Month in Sunny 


Los Angeles 


New Mullen & Bluett Store Opened 
on Wilshire Boulevard 


By HOWARD CHARLES ROSS 


OSSIBLY the outstanding event of the last 
few weeks in Los Angeles was the opening 
of the Mullen & Bluett Stores on Wilshire 
Boulevard at Harvard. The trend in the 

friendly war for patronage hereabouts is not so much 
contained in the trite slogan, “Out of the High Rent 
District,” but is seen in an attempt to solve the “How 
Can I Park” problem. This newest addition to the 
boulevard’s business establishments reflects in every 
way the alert, progressive spirit of this famous thor- 
oughfare, and one of its features is a spacious parking 
court in the rear. Most modern innovations of store 
planning are embodied in the Mullen & Bluett Wil- 
shire store. On the first floor, men’s shirts, ties and 
accessories are carried behind invisible walnut panels 
that have the appearance of solid woodwork—yet they 
can be pushed back, and every article viewed. Cloth- 
ing and boys’ wear occupy the second floor. Every 
detail that has to do with leisurely, comfortable shop- 
ping seems to have been attended to. Frank Cumis- 
key, in charge, was formerly Mullen & Bluett man- 
ager at the Ambassador Hotel Shop, and later at the 
Beverly Shop in the Beverly Wilshire Hotel. Scott 
Crail is in charge of display for the organization. 


The trend among the displaymen in November 
seemed to be away from any thought of Thanksgiving, 
although there were one or two very creditable dis- 
plays that smacked of the turkey day. Bullocks’ 
Broadway windows were especially noticeable, and at- 
tracted a high percentage of attention. SNOWY 
WHITE DAMASK LENDS ITS RICH BEAUTY 
TO THANKSGIVING TABLES was the caption of 
a display which had for its center feature a damask 
covered table set in the most highly acceptable man- 
ner. The merchandise featured showed careful selec- 
tion, and was expertly displayed. 


Bullocks’ Broadway corner window is occupied 
just now with a showing of frocks for the dinner hour. 
The color harmony is especially pleasing while the 
grouping adds much to the refreshing dignity of the 
ensemble. Restaurant fashions in turquoise, and black 
with turquoise, are displayed with unit trims on either 
side, which gives the shoppers a guide to the correct 
accessories. These accessories include bags of tur- 
quoise color, gloves of black, and black velvet wraps. 


An imposing display of correct dinner service, lace 
and cutwork, stands out among the various windows 
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Current displays in Los Angeles. Top: Castle Square 

clothing sales were stimulated with this display by John 

Flotten, display manager, Harris & Frank. Center: 

Another window by Mr. Flotten for the promotion of 

Arrowhead Weaves. Bottom: One of Stuart Ray- 

mond’s novel toy windows for the Dyas Hollywood 
store. 


along Seventh Street. This display of the J. W. Rob- 
inson store features color harmony by means of table 
slips under the cutwork. Along Hill Street, the praise 
for windows with the proper sales punch should go to 
ing of Arrowhead Weaves—and the other, Castle 
Square garments, both products of a well known cloth- 
ing manufacturer. The CASTLE SQUARE, a grey 
tone window, offered apparel of this popular square 
weave, the idea and color being taken from castle 
stone. Accessories shown were of grey, while suit 
lining was used for draping. The niche in the rear 
center added much to the window. This depicted a 
medieval castle showing plainly the square stone con- 
struction—a splendid example of the art of oil on 
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velour. ARROWHEAD WEAVES, a companion 
window, was worked out in a showing of tan and 
brown. However, in this case the shape of the arrow- 
head was woven into the cloth. The center niche 
here contained a photographic enlargement in natural 
colors, five and a half by seven and a half feet, of 
Arrowhead Mountain. Since Lake Arrowhead is one 
of Southern California’s most popular resorts, the 
attention factor was given added impetus. 


Los Angeles and Hollywood windows in early 
December were all imbued with the holiday spirit. 
Toy displays stressing action interest, had the greater 
percentage of window space. 


The May Company’s window at the intersection 
of Broadway and Eighth is getting its share of “Ohs!” 
and “Ahs!” with its Dutch doll window. The mystery 
element here of a bucket that never runs dry stops the 
passer-by. But, outstanding among the toy displays 
in and around Los Angeles is the corner window of 
the B. H. Dyas Hollywood Boulevard store. The story 
of St. Nicholas is portrayed in a modern manner, even 
to the presence of “Dunder” and “Blitzen.” Santa’s 
book lies near him, filled with the names of good 
little boys and girls. On the shelves and in the 
showcases are diverse quantities of “wind ’em” toys, 
dolls, games, and all the gay stuffed animals the sea- 
son brings forth. The mastery of detail, color and 
arrangement shows a thoughtful touch. In addition, 
without the effect of crowding, much merchandise is 
shown. All in all, the window is pleasing; it is stop- 
ping the shoppers, and it should be getting its share 
of the toy business—and mind you, entirely without 
any element of action. 





Modern Marietta 


(Continued from page 9) 


addition to those named above, the writer wishes to 
mention those at J. Wittlig & Sons’ Jewelry, Gruber’s 
Department Store, Turner-Ebinger Co., Wieser & 
Cawley Furniture Co. and Stanley & Grass Co. 


L. N. Harness, member of the editorial staff of The 
Marietta Daily Times, and president of the Marietta 
Advertising Club, presented the loving cup to Mr. 
Bengel following the announcement of the display 
contest results at a dinner meeting in the Wakefield 
Hotel. Charles W. Otto, chairman of the Retail Mer- 
chants’ division ofthe Chamber of Commerce, spoke 
briefly on the value of window display, and declared 
that his store had always considered its windows of 
first rank importance in sales promotion. 


The display contest committee was composed of 
C. A. Stedman, People’s Bank and Trust Co., and 
secretary of the Advertising Club; John Kaiser, di- 
rector of the board of trustees, Ohio State University ; 
Mr. Harness and S. S. Board, credit manager, Brick- 
wede Bros., and chairman of the committee. 


Class winners in the contest follow: Department 
stores: (a) Otto Bros; (b) Manhattan Store; (c) 


DISPLAY WORLD 





25 





F. W. Woolworth Co. Shoe stores: McGrew’s and 
Wunder Shoe Store, tied; Hardware stores: Union 
Hardware Co., A. M. Swan, and Sears, Roebuck & 
Co. Specialty shops: Otto Annex. MHaberdashers: 
Sniffen Shop for Men. Drug stores: J. W.. Dysle 
Co. and Will S. Richardson’s, tied. Flower stores: 
J. W. Dudley & Son. Jewelry Stores: J. Wittlig & 
Sons. Auto dealers: Walter W. Wood. Furniture 
stores: Wieser & Cawley Co., and Stanley & Grass 
Co. Miscellaneous: B. S. Sprague Electrical Co. 





STONE CREATES NEAT QUILT DISPLAY 


Quilts, blankets and the like, as every displayman 
knows, are not the easiest of subjects to handle for a 
neat and attractive window. The difficulty in display- 
ing these bulky and cumbersome pieces was success- 
fully overcome by C. B. Stone, display manager, 
Carter Houston Department Store, Lubbock, Texas, 
in one of his recent windows. His idea for shelving 
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Display of quilts at the Carter Houston Dept. Store, 
Houston, Texas, by C. B. Stone. 


the quilts as shown in the illustration, he writes, was 
obtained from an advertisement appearing in a 
woman’s magazine, and it demonstrates the advantage 
of watching all magazine ads for display suggestions. 
The cabinet in this display was made of upsom board, 
painted light green on the inside and black on the 
outside. The angles were painted yellow and orange, 
and the shelves were edged with rose colored ruffles. 
Comforts shown were of satin and rayon in green, 
rose, gold and orchid. Each of the comforts was tied 
with a three-inch satin ribbon. Owing to the vivid 
colors this window was very compelling. 















Wanted---Men with Ability 


(Continued from page 10) 


be an artist. Probably the two qualities most likely not 
to be found combined in any one person are art and 
business ability. Henry Fords and Michael Angelos 
are not cast from the same mold. The displayman’s job 
is not art for art’s sake, but art for business’ sake. 

He must have the ability to organize his department 
so that the work is produced efficiently, economically 
and on schedule. The proper planning and delegating 
of work are important. A good executive can handle 
a temperamental assistant who is artistic and whose 
ideas and work are valuable. We find many changes 
among display managers due to temperament. Today, 
when stores are trying to get store management down 
to a science, the displayman must cultivate a sense of 
balance, train himself to be a good organizer, thereby 
winning the respect and cooperation of his associates. 

At the same time, a man cannot successfully manage 
a display department merely because he is a high- 
powered executive. Without artistic ability he would 
be lost. Recently one of the New York stores which 
we represent fired their display manager because he 
displayed more temperament than merchandise, and the 
general manager became fed up. He decided to go to 
the other extreme, and‘he tried putting the display de- 
partment under the supervision of one of his merchan- 
dise managers, a well balanced, efficient executive whom 
he thought could keep it running smoothly. The result 
was that that store’s windows are about the worst in 
the city, and they are looking for a display manager 
now who is both a business man and an artist. 

The third important quality is energy and enthusi- 
asm. No amount of energy or ability is worth anything 
if it isn’t transformed into reality through constant 
endeavor and enthusiasm. The fellow who gets the 
farthest is not the gifted one; it is the one who is con- 
tinually thinking about his displays and working hard 
to execute them. Someone once defined genius as the 
capacity for hard work. In our business of placing 
executives in the stores, we rate the various people in 
the country in specific qualities. One of the qualities 
is energy. In going over a man’s rating sheet, most 
store owners pay more attention to that one rating than 
to any other. We have the term, energy, divided up 
into various qualities,.and the qualities that are par- 
ticularly noticed by the store owners are resourceful- 
ness and aggressiveness. If a-display manager has the 
resourcefulness necessary to solve merchandising prob- 
lems, and the energy to solve them, nearly everything 
else will take care of itself. 

Fourthly, personality, and, as I mentioned before, 
it is not the kind one is born with that is important, 
but the kind that one makes for himself. When you 
get to talking about personality, you are prone to open 
yourself to two criticisms. You are apt to be vague 
and apt to be preachy. So I will try to break down 
personality into a few everyday terms, and I will try 
not to preach. 

1. Cooperativeness: As you all know, the display- 
man has a difficult job to please all the buyers on win- 
dow allotments, the store heads on expense, and others 
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on different things, so that he must develop a pleasing 
personality. He must be open-minded, cheerful, unself- 
ish and tactful. 

2. Refinement, courtesy, a pleasing address and 
good manners are known to all of us, but few of us do 
ourselves justice, because, in the rush of everyday busi- 
ness, there are so many adverse factors with which to 
contend. Conscientious effort along this line pays 
dividends. 

3. Appearance: A lot of people have associated 
artists with being slovenly. One of the marks of a 
good executive is a well-groomed appearance. Neatness 
in dress usually means neatness in work. It costs no 
more to look well than to look untidy, and it helps one 
to secure the confidence of his associates. 

4. Honesty and sincerity are important points of 
personality, and need no elaboration. 

And so I have tried to analyze the displayman’s job 
by dividing it up into four parts: (1) Knowledge; (2) 
executive ability; (3) energy; (4) personality. If you 
have all four of them, you are bound to be successful, 
and, no matter what terminology store owners use, you 
will find that they estimate your worth in these qualities. 


Sports Window 


(Continued from page 14) 


figures with just the proper atmosphere and who 
grouped them in the best realistic manner. A black 
plush background, a reproduction of a stadium with 
pennants flying, ferns and a tank of goldfish, a minia- 
ture boxing ring, goal posts, and a diving board, were 
among the properties used. A reproduction of the 
display as it appeared at McAlpin’s is shown on this 
page. 

To supplement the news stories, McAlpin’s ran 
newspaper ads inviting the public to “Come to Mc- 
Alpin’s and see your favorite sports heroes.” The 
display was kept in the window for one week and 
was viewed by thousands of people. 

Another interesting window at McAlpin’s, the work 
of Display Manager Williams, is shown with this 
article. It is a display of toilet soaps with the strik- 
ing caption, SOAP TIME, made out of bars of va- 
rious makes of toilet soaps. The clock in the center, 
including the figures and the pendulum, was con- 
structed with unwrapped bars of Ivory soap. Every 
brand of soap carried by the store was shown in this 
display. 

Other photos show Williams’ method of displaying | 
face creams and blankets, two subjects which require 
considerable skill in handling, but which, as will be 
seen from these illustrations, can be made very attrac- 
tive. 





NEW LINE OF WINDOW UNITS 

The Display Paper Products Co., Chicago, Ill, has just 
introduced a new line of moderne window and interior units. 
They are made of heavy clip board and consist of square up- 
rights, triangle uprights, half-circle uprights, half-circle pla- 
teaux, oblong plateaux, triangle plateaux and accordion 
pleated panels. All units can be had in the following finishes: 
Black, silver, black and silver, marble and wood. The up- 
rights and plateaux are so constructed that the various sets 
nest together, making for economy of shipping and storage. 
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Cutting the Cost of 
Koester Courses to You 


As a result of an insistent demand, we have developed an entirely 
new course of instruction in Window Display that can be accomplished 
through home study. This course is the outcome of twenty-five years’ 
experience in teaching display work. It is a combination course, 
planned for home study and the class room. The course may be com- 
pleted wholly through home study; or, wholly through class-room in- 
struction. Or, the student may take any part of the course at home 
and any part of it at the School. 


A Great Saving 

The fact that you can, now learn Window Display at home elimi- 
nates the expense of railroad fare to and from Chicago and living ex- 
penses while here. There’s a great saving in time, too. . 

These are the big items in the expense budget. 

This saving, amounting to several hundred dollars, makes. it pos- 
sible for young men to realize, more quickly, their ambition to enter 
the display field the Koester way. 


A New Study Feature 


Those who wish to take advantage of the economy offered by this 
new course and who still. desire personal instruction, may combine 
home study with class-room instruction. For example, one may study 
at home and at some convenient time—possibly a vacation period—may 
attend the School in person. 


Learn While You Earn 


It is now possible for you to qualify for display work without loss 
of time or income. By using your spare time for study, you quickly 
deveop ability that will bring you a better salary and more certain 
advancement. 


New Course Starts with 1931 

Every young man who is interested in availng himself of the ad- 
vantage of this new course should write at once for detailed informa- 
tion. Write today, thus enabling you to make plans to start your 
course early in the new year. The coupon below is for your con- 
venience. 


THE KOESTER SCHOOL 


314 S. Franklin St., Chicago 























Instruction Department of United Business Publishers, Inc. 
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INQUIRY COUPON 








The Koester School, 314 S. Franklin St., Chicago 
Please send details on courses checked 
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Selling Toiletries Through Display 


The Feminine Mind Is Highly Susceptible to the Subtlety of Appealing 
Color Combinations and Toiletry Windows Should Be in 
Harmony With Milady’s Tastes 


By OLIVER CROMWELL MacLEOD, JR. 
Director, MacLeod Institute, New York City 


HE solution of the merchandising problem of 
the toilet requisites manufacturer revolves 
around three points—color harmony, human 
appeal and dramatization of merchandise. 

The feminine mind is highly susceptible to the sub- 
tlety of appealing color combinations. Witness the 
modes in boudoir decorations. You do not find in- 
tense colors on milady’s dressing table. Few women 
can wear bright reds and vivid yellows and look smart. 
Pastel colors are the feminine colors. Therefore the 
toilet requisities manufacturer should see to it that 
his packages and containers are in harmony with the 
feminine tastes and dressing tables on which they 
will be placed. The window display or interior show- 
case display should be built also to enhance the pastel 
color scheme and register with the feminine buyer, 
whether in a department store, chain store, independ- 
ent drug store, beauty shop or specialty shop. 

The average passerby spends just four seconds 
looking at a window. In that brief time the display 
succeeds or fails. The appeal must be so human, so 
direct, that it taps an immediate flow of interest in the 
customer. This can be done with proper co-ordination 
of color and dramatization of the merchandise. An 
example of this combination is found in the Lupe 
window on the opposite page. The giant dummy not 
only dominates the attention, but also reduces the ex- 
pense of the display department. In the large model 
the customer sees at a glance the feature of the com- 
pact. This all occurs in four seconds, which tests 
show is the average time for such a sales message. 





Mae peed Stedics 7 tick 


Display of Helen Rubinstein preparations in 
Chinese red, black and gold. 
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Color scheme for this Amor Skin display is 
deep orange, yellow and blue. 


The advertising man uses white space to further 
his end. Similarly does the displayman use space, 
except that he uses space not as a void, but as a means 
of furthering the color note. 

One definite economy for the manufacturer is pos- 
sible when he has the service of a specialist who knows 
the physical requirements of size, color and kind of 
cardboard which will install perfectly and ship well. 

Through years of experience we have found that 
special research verifies certain correct types of litho- 
graphy which the manufacturer should use as the unit 
of size for displays. Lithographers can and do pro- 
duce work equal to hand-made displays in any way. 

Good cardboard is an economy in its saving of 
damage, particularly when the shipping carton fits the 
material. We find that dealers are already sold on 
distinctive displays properly put in by experts and 
that they are the first to see the merits of good litho- 
graphy. The responsibility for worth of the display 
rests solely with the manufacturer. 

Just what is display, anyway? 

Display is a combination of color, proportion, size, 
dimension, correct arrangement of merchandise, sell- 
ing point of the article shown, trade-mark or trade- 
name, human appeal, adaptability to the needs of the 
public, dramatization, educational value, copy or let- 
tering (not more than seven words on each piece) and 
elimination of history connected with the manufac- 
turer. 

In addition, the displayman must consider the rela- 
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Edwin E.Goodman offers to Readers of the Display World 


A Special 10% Discount 


On All Orders Placed During the Month of December 


‘‘The Sleeve Form of a Hundred Shapes’’—For Suits, Top-Overcoats, Shirt Displays 


Quickly inserted. Easily removed ! 


§ 213-15-17 W. 125th Street, N. Y. C. 


[ ] Pair Sleeve Forms, ‘Nos. 1, 2, 3. § 
[ ] Doz. Dickies, neckband or a 
collar attached. : 4 
Name.. ..... Pees Ores Seca te a — ba 
a perfectly 
Address Pasta Gisrs On Caer oy bec hawee ea atee athe outer 
MN neec > vevceeseshdeueaskcle ... § sleeve 


fae Se hangs. 


AT LAST! 
A SLEEVE FORM 3a 
which will 
IMPROVE YOUR 
DISPLAYS 100% 


Here’s 
How 





Used by leading Displaymen 
Nationwide. 


Goodman Flexible Sleeve Form Co. : 






Enclosed find $ ar for 8 


“A well displayed coat 
is a suit half sold!” 
Satisfy yourself ! 

Try this test today ! 
GOODMAN Flexible Sleeve Form Co., 
213 W. 125th St., New York, Dept. D 8.00 Per Doz 
Jobbers Write for Proposition ‘ 


as Much 


For Combination Suit and Shirt 
Displays, $2.75. 

Trial set sent on approval to 
accredited Display Managers! 
Distributed by 

J. R. Paulmenberg & Sons, Inc. 
Display Fixture Co., Inc., New York 
Brager Bros., New York 

Midwest Display Equipment Corp. 
Bert A. Landers, Inc. 

Hecht Fixture Co. 

The Onli-Wa Fixture Co., ey Cte. 


GOODMAN’S PERFECTED 
“DICKIES” 
or “Shirt Fronts that Dress Up Coat 
Fronts.” Made from Broadcloth 
with Neckband or Collar attached. 
Standard Model =. 


Pair $2.50 10 Times 












ea J Pat. Pending U. S. 
& foreign countries. 





LAST LONG—COST TITTLE! 








tion of the particular product of the manufacturer to 
other items in the window. 
compacts are not presented effectively nor shown at- 
tractively when associated with hot-water bottles, 
hair dve and cough syrup. You can readily verify 
this point by an inspection of 991% per cent of the 
drug store windows today. 

Let me stress some reasons for this condition which 
certainly exists today and has existed for years. 

Lack of expert advice of displaymen at the time 
the carton is designed as to color, size, shape of pack- 
age and style of lettering, results in cartons which are 
impossible to utilize to the best advantage in any 
display. 

Display, that mest important link in the chain of 
sales efforts which leads to ending the process with 
sales, I find, is given no consideration in the presenta- 
tion of merchandise ‘te the customer until all other 
factors are d smi What’ value is it to thé imahy- 
facturer ‘at the rave hour, aiter the damage has 
been done, t call in any wihdow trimmer, ignorant of 
the first principles of merchandising, to install the 
windows? 

A display expert should be called in at the time the 
manufacturer decides to present his product to the 


Perfumery, rouge and . 


public, for advice on how to design the container and 
lithography to appeal to the ultimate consumer. 

What good is the entire manufacturing plant, the 
staff, the salesmen, the dealers, lithography, advertise- 
ments and artists if they do not sell the product? Na- 
tional advertisers must have quantity sales. . Only 
through a mass appeal can this be obtained. This 
mass appeal must be direct, easy to grasp and fit a 
human need. 

The manufacturer has the responsibility for getting 
full cooperation of the jobber and the retailer in dis- 
playing his products. The retailer is more than amply 
supplied with display material. The jobber is more 
concerned with turnover than he is in distributing dis- 
play material for any one manufacturer. The gap 
between manufacturer and customer must be bridged 
by the manufacturer through efforts of an expert dis- 
playman not only. to’design correct lithography, but 
ldeatey desirable shops, install displays, check Sup on: 
them and salvage them to do service in’ angth@ | loca;,| 


| tion. 7 


Any intelligent cooperation from retailers will be 
had in direct proportion to efforts the manufacturer 
expends to educate him in proper presentation of mer- 
chandise.—Reprinted from “Toilet Requisites.” 
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He Sold His Window for 
Two Circus Tickets 


The Average Merchant of Not So Long Ago Had No 
Conception of Display Value 


By T. D. DAKEN 


President, Daken Advertising Co., Seattle 


HE last thirty-five or forty years have con- 
stituted the most remarkable period in busi- 
ness history. I suppose someone probably 
said that in Washington’s time, and perhaps 

before that. Probably, all the way down the line every 
man has believed that the period in which he lived 
was the most wonderful. But the progress that we 
have witnessed has been marvelous and I think that 
the statement now is more than justified. 

It is not so long ago since drug stores spent their 
advertising money displaying two botiles in the win- 
dow, one green and one red, and the only way they 
changed the'r wzndows was to change the position of 
the bottles. It took the drug stores a long time to 
fnd out they were throwing money away by neglect- 
ing ther windows. I can remember the time when 
every attract‘on, circus, repertoire show, traveling 
troupes of all kinds, had a regular group of window 
stickers who would go into a town and fill the windows 
with different advertisements, and when they got 
through you ought to have seen those windows. That 
is how much the merchant believed the window was 
worth—a couple of tickets to the show. 


I often wish I could have been present at the time 
the first displayman went to a boss and asked for a 
job, because I remember distinctly when we were 
younger that all displays were made after the store 
was closed-which'was supposed to be 6 o’clock, but if 
there were customers in the store they were not thrown 
out and sometimes the old man did not get home until 
7 :30 for dinner. Then he and one of the clerks we.t 
down and put in the window displays. He would 
grab a couple of rakes and’shovels or a kimona, or 
what happened to be seasonable. Of course, they dd 
not bel-eve in using lights because lights were ex- 
pensive. I can just visualize the first man going to 
the proprietor and saying, “Now Mr. Jones, I would 
like to take over your window dressing.” I can just 
hear the old man say, “What do you mean?”—‘“Well, 
I believe I can put in some windows for you that wll 
be worth a lot of money to you.”—“That is alright 
for Chicago, New York, and Philadelphia, but if you 
think you are going to waste my money that way, you 
are crazy.” I am not overdoing it. Those things 
happened, and it wasn’t so many years ago. 


I am trying to point out that it took a grea! many 
vears for the merchant to find out what he was pay ng 
rent for. He thought he was paying rent for a roof. 
Well, he wasn’t. He was paying rent for a front. I 
can remember in the early days in dealing with mer- 
chants in my line of work in advertising that we would 
go to a merchant and say, why not do so and so this 
week? Why not advertise these ties, shirts, or what- 
ever the merchandise might be, and we got up what 
we might consider a very attractive piece of advertis- 
ing. Now let’s fix up a window? “No sir! If we 
are going to spend any money it will be in the news- 
papers and people will come down to the store and 
they will find that stuff. I will put that in the back 
of the store.” It took him many years to find that he 
was falling over his own feet—spending money for 
advertising and then making it hard for the people to 
find the goods. It happened then and it happens yet. 
And after all, you know, if we all get down to nees- 
sities, all of us would be out of a job. All you need 
is a soap box to sit on, just an ordinary set of springs 
to sleep on, and you can build a pretty good table ta 
eat on. You don’t need these neckties and a lot of 
other things. They don’t keep you warm, they don’t 
do you a bit of good. I claim that the merchandise 
that is sold to you and me today is the merchandise 
we have created a want for. Most of the things that 
you: buy are not-essential. That was proven during 
the World War. They stopped- manufacturing :a-let 
of things, and yet we lived. We don’t want to get back 
to just life’s necessities, however. Why do we have 
automobiles? We try to tell ourselves that we need 
them in business, but we don’t need them. We drive 
them for pleasure. You buy a necktie because of 
pride and custom. 

Advertising, first of all sells essentials, secondly, 
comforts, and thirdly, luxuries. We attract the atten- 
tion of men and women to this and that. We have 
today an attractive appeal through various media— 
the newspapers, magazines, billboards, direct mail, 
radio, and the window. ; 

I would like to bring you a picture of value in 
advertising. Maybe it is old stuff, but take for ex- 
ample the Seattle newspapers, having an average cir- 

(Continued on page 59) eg 
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The following concerns are upholding 
New York City’s traditional leadership 
in supplying the country’s display needs. 





Learn Display Merchandising 
(Scientific ““‘Window Trimming’’) 
Day and Evening Classes, Men and Women 
On'y display merchandising school in America 
Correspondence Display Courses 


MacLEOD INSTITUTE 


Scientific Display School 
246 Eighth Avenue, West 23rd St. 


MILEO’S MANNEQUINS 


Famous Composition Figures 
Made for Your Exclusive Use from Sketch 
Visit our Studios when in New York City 


MILEO—44 East 8th Street 








J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY 


. MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 
FRANK NETSCHERT, Inc. 


Artificial Flowers and Decorations 
Natural Preserved Foliage 
Your Inquiries Are Solicited 


61 BARCLAY STREET 
THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 














THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY 





MAHARAM TEXTILE CO. 


Distinctive Window Display Fabrics 
Write for Samples 


107 W. 48TH ST. 
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Lamp Dealer Aids 


(Continued from page 16) 
do their job of selling goods. Window display adver- 
tising done properly, he said, hits your customer when 
he is ready to buy. He does not have to think it over 
and come downtown to get what he wants. 
A merchant’s good judgment tells him that he must 
make his windows say something. In planning his dis- 


Buy THEM 


AT A TIME/ 
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plays he realizes that his windows are not the only 
ones on the street. Other stores, are strenuously com- 
peting for attention. Unless his window has the 
power of attraction and compels the eye, allt else is 
useless and its message is worse than useless. To 
help make the merchant’s displays outstanding ones, 
displays that have power to attract as well as to say 
something ‘worth while, has been the aim of the 
National Lamp Works of 
the General Electric Co. The 
new 1931 Mazda lamp dis- 
play service announced and 
illustrated in literature now 
being: sent to merchants has 
both of those necessary things 
—has the power to dominate. 

A feature of the January 
display pieces is a beautiful 
painting by Rolf Armstrong. 
It has attention values that 
cannot be surpassed and it 
displays fourteen lamps. The 
February display presents 
lighting recipes in a three- 
wing frame poster set-up. It 
tells in a flash the story of 
where to use the 100-watt 
lamp and the 150-watt day- 
light lamp. 

Humor is playing an in- 
creasingly important part in 
the advertising of today and 
it is predicted that the March 
display will be among the 
most popular of the year. The 
picture of a man about to sit 
down and enjoy the evening 
paper, only to find that the 
lamp has been taken from the 
socket of his favorite portable, 
will strike home in a great 
many cases. The painting with 
a frightened dog scampering 
away for dear life, tells a real 
story and brings a chuckle. 
The display points a moral: 
“Always keep spare lamps on 
hand.” 

An added feature of the 
1931 display service is a dis- 
play rack, forty inches high, 
combining many features 


IY ochetp | which make it of much value. 
HAVE LAMPS 


It is built of metal and wire 
and folds nega) flat. 
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place in this Mazda lamp win- 
dow, which \ will appear in 
March. Botiom: This display 
calls attention to the advan- 
taaes of buying lainps by the 
half-dozen. 
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Left: An interior display of washers by Syl Rieser, display director, Laclede Gas Light Co. 
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Right: One of 


Mr. Rieser’s recent window displays. 


it Attention in the Utility Field 


By CHARLES CRAWFORD 


ISPLAYS by Syl Rieser, Laclede Gas Light Co., 

St. Louis, Mo., and J. W. Pickle, Texas Electric 

Service Co., Fort Worth, Texas, are shown on this 

page. One of the photos shows Mr. Rieser’s method 

of building a display of washers on the mass display idea. 

The huge arch of modern design effectively comands attention 

and directs it to the washers and appliances grouped on the 

floor. On the two columns supporting the arch can be seen 

cut-out signs stating the down payment plan, which was a 

feature of the sale. These cut-out signs were illuminated 
from the inside of the columns and stood out very vividly. 

The window display by Mr. Rieser features a gas house- 

heating appliance, and is made of three simple panels covered 

with velour paper. The circular effect on the side panels and 

the design on the center panel were done with colored chalk, 














Left: An anniversary display by J. W. Pickle, display manager, Texas Electric Service Co. 
Mr. Pickle’s mechanical displays. 


which renders a soft yet striking effect on velour paper. The 
circular rays radiating from the two black cards on the side 
panels tend to center the observer’s mind on the suggestion 
that he give a thought to gas for heating his home. Other 
thoughts are brought out by mounting cards in other locations 
on the panels to tie up with the rest of the design. 

Mr. Pickle’s displays were prepared for anniversary win- 
dows. One has a mechanical background for a showing of 
electric fans. The lettering on the panel reads, WHY GO 
THROUGH ANOTHER SNMMER WITHOUT THE 
COMFORT OF COOLNESS? The shadow box and man 
were cut-out work on Upson board. The man’s head rolled 
back and forth and one foot wabbled as though trying to shake 
off a mosquito. The other display employs a poster back- 
ground for thermos jugs. 


Right: One of 
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“Look--The Red Devil!” 


Pluto Water Displays Get Attention Through Carefully 
Planned Program of Window Advertising 


By LLOYD H. COLLINS 
French Lick Springs Hotel Co., French Lick, Ind. 


TOP the average citizen on the street today 
and ask him, What is your earliest recollec- 
tion of advertising?’ A high percentage will 
hark back in the dim memories of their child- 

hood and mention the fascinating little red devil cut-out 
that used to stand in the front window of the corner 
drug store. Certainly this red devil trade mark on 
Pluto Water was familiar to great numbers of us in 
our childhood, and became one of the outstanding trade 
marks in the early days of window display advertising. 

Display advertising has always been considered a 
most important part of every Pluto campaign. Though 
a consistent user of national magazines and newspapers 
for over thifty years, the French Lick Springs Hotel 
Company has always considered its window display 
program a very important part of its merchandising 
campaign on Pluto. It never, as so many of the early 
national advertisers did, considered it a mere sop to the 
dealer. 

Th's year we have distributed over 25,000 window 
displays to druggists and dealers in allied retailing lines 
handling Pluto Water. Most of this distribution has 
been effected through “free goods” deals, a policy 
which we have found consistently successful for a 
number of years. At the time of distribution we are 
usually able to exact the promise of a definite date for 
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the appearance of the display. The displays are always 
very durable in nature, and the vast majority of the 
dealers use them consistently throughout the year both 
in window, store and counter display. 

From the earliest days Pluto windows have had the 
most conscientious care and planning, that they may 
attract the dealer and win a place in his window, and 
then effectively increase consumer sales. 

When one takes into consideration the tremendous 
sales pressure being exerted on the average druggist 
every day, it readily can be seen that it is not so easy 
to accomplish our first objective—getting our display 
into the dealer’s window. A survey conducted by Drug 
Topics shows that the retail druggist is continually 
besieged by manufacturers’ representatives and _sales- 
men. City druggists are called on by eight to ten sales- 
man a day. Stocking, on the average, some 6,000 items 
in his store, he is constantly having some three or four 
thousand items pressed upon him as suitable for drug 
store sale. It is commonly known that the druggist 
receives more direct mail solicitations than any other 
kind of retail merchant. Recent surveys indicate that 
as many as two hundred to five hundred pieces of lit- 
erature arrive every month. 

This, then, is the dealer to whom we must merchan- 
dise Pluto Water and Pluto window displays. Over 
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Here's onze of the recent Piuto Water displays in attractive colors for retail druggiss. 
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the fiercely contested battleground of the druggist’s 
counter our display material must leap to his attention. 
Out of the avalanche of mail pouring down over the 
druggist’s shoulders, and all too promptly into the waste 
basket, the Pluto broadside, the Pluto literature, must 
be distinctive enough in character to win a minute of 
his attention. To the victor goes the window, goes the 
counter display and the space on the top shelf. And 
because Pluto can point to a long and creditable list 
of displays, even in this latter-day competition, it is 
apparently using a successful mode of attack. 

This success may be attributed to several reasons. 
Important among them, of course, is the fact that Pluto 
Water is almost a staple product. It has been regularly 
prescribed by eminent physicians so long, and its slogan, 
“When Nature Won’t Pluto Will,” has become so 
familiar through years of advertising that Pluto has 
become almost an American tradition. Other important 
reasons, of course, are the displays themselves and the 
fact that we are fortunate in dealing with one of the 
most progressive types of retail merchants. In a recent 
investigation into the consensus of dealer opinion re- 
garding window displays, druggists were outstandingly 
emphatic in expressing their appreciation of the value 
of display advertising material. Furthermore, it was 
discovered that, of all the types of retail dealers inter- 
viewed, drug stores change their windows most fre- 
quently, 63 per cent of those interviewed putting in new 
displays about once every week. 

Naturally, the character of our display material has 
been shaped by the environment in which it is to be 
used. Competing with the great mass of drug store 
merchandise fighting for attention in a brilliantly 
illuminated store, with its colorful melange of cosmetics, 
soda fountain, cigarettes, rubber goods and sundry dis- 
play material, the Pluto material must be appropriately 
designed if it is to achieve any success whatever. 

Obviously, in this environment, the first problem is 
to command attention. Since the earliest days of the 
red devil, Pluto displays have been designed with domi- 
nating attention as their first requirement. With this 
we have combined the finest type of art treatment, as 


only the finest could be assured of universal acceptance . 


for drug store windows. The French Lick Springs 
Hotel Company has always recognized the essential 
need for quality and style in the materal it has supplied 
to drug stores and spared no expense in injecting this 
desirable quality into the Pluto displays. 

The red devil continues to be prominently identified 
with Pluto, and appears in every window display today. 
In every display there is a very definite tie-up between 
the physic Pluto and the French Lick Springs Hotel 
from which it comes. The tie-up with the hotel, which 
is famous the country over as one of America’s most 
fashionable spas, has also intended to enhance the pres- 
tige of Pluto. In this way, too, the public has come to 
think of Pluto as a relatively pleasant association with 
the famous springs and the radiant health for which 
they are famous. The dominant piece of the display, 
which is lithographed in full color, usually depicts 
attractive, healthy people, keenly enjoying one of the 
sports—golfing, hiking, horseback riding—for which 
the French Lick Springs Hotel is famous. 
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In Any Selling Event 
Well Displayed is Half Sold 


Hon display man makes it easy for the 
“lookers’’ to buy—hard for them 
not to buy. 


And Cornell Wood Board makes the 
work of the display man easter. 


Readily cut to desired size or shape... 
even, clean cut edges... uniform surface 
texture... pleasing color—these advan- 
tages help. 


In many displays color is all important. 
Again Cornell serves. Its specially 
treated surface is ideal for paint, enamel, 
lacquer, water colors, or plastic finishes. 


Put a new supply of Cornell in the 
stockroom now. Be ready for every 
demand. A lumber dealer near you 
sells Cornell. If you don’t already know 
him write direct to us. 


Cornell Wood Products Co. 


307 N. Michigon Ave. Chicago, Ill. 
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Shoes -- Neckties-- Rugs 


How the Purchases of Wearing Apparel and House Furnishings 
Are Inspired by Educational Displays 


By JOSEPH PENNER 
Instructor of Public Speaking, Y. M. C. A., Seattle 


HILE the appreciation of the public for the 
work of the displayman is not what it might 
be, everyone knows that the average person 
is influenced by good window displays. I 

can recall several of my own experiences which led 
mé to realize the great work window men are doing. 

On one occasion I was walking past a window in 
a department store and I saw a beautiful display of 
neckties, among them a very attractive red tie. Red 
is my failing. My friends razz me about it, and now 
that I am older I wear the more somber colors except 
when I am spending an evening at home and do not 
expect anyone. Then I deck myself all out in red. I 
feel bashful about walking into a department store 
and asking a woman for a red tie, but that window 
led me to do so and purchase a tie. 


The second incident that comes to my mind hap- 
pened one day when I started out to look for a pair 
of shoes. I have a hard time getting a fit because my 
feet are rather large; in fact you can look at my shoes 
and see the cowhide in them. I know a man who has 
a hard time getting a fit generally has to pay more 
than he has to if he is easy to fit. I happened to be 
passing a shoe store when I glanced into the window 
and saw a shoe on the exact lines that I wanted. I 
stepped into the store and talked to the salesman. 
My powers of description are poor so I had to take 
him to the window, and sure enough they were just 
what I wanted. There I remember a window display 
that was a service and helped solve a problem for me. 


Then there comes to my mind another incident. 
My wife and I were in a department store recently 
looking at some rugs, and the clerk was allowing us 
to prowl around for about an hour or so to see what 
we wanted. After we had looked quite a while, my 
wife said, “You always pick out the highest priced 
rugs. You seem to know value.” Now it is no benefit 
to a man with the small bank account that I have to 
always pick out a high priced rug, but it brought to 
my mind that it was only about ten years ago that 
I didn’t know the difference between an oriental rug 
and a straw mat. I had no idea of what rugs are like. 
I was going down Fourth Avenue here, and passing 
a window I happened to look ata display of rugs 
just from their sheer attractiveness, and then I got 
in the habit of looking in that window often. You 
see, that proves the interest that the window aroused, 
and from that I have developed some appreciation of 
the value of rugs. 


A good way to put it is this: Suppose that you 


and I were traveling through the country and came 
to a town or a city where there were large department 
stores and in this city there were no display windows. 
Instead of rows of windows with beautiful things be- 
hind them there was nothing but bare walls with here 
and there an opening for an entrance and here and 
there a small opening to admit light and ventilation. 
You wouldn’t like that kind of a town; you would be 
dissatisfied with it; you would say that there was 
something missing; you wouldn’t care to stay there. 


As a matter of fact, window displays play a large 
part in our lives. I was standing looking at a display 
of plumbing fixtures and bathroom fixtures, and it 
brought to my mind an article I had read some time 
ago, about the first bathtub that was ever installed in 
a residence in the United States—the one installed in 
1844 in the home of Mr. Crane. There was a sort of 
open house, a sort of public dedication. People came 
from all over to look at that bathtub just like you 
and I looked at the first radio a few years ago. They 
didn’t think it was right for some people to get so 
aristocratic in the democracy, because if very many 
people did that, pretty soon we would have a mon- 
archy. But the attitude of the people has changed and 
all because of your window displays. Display seems 
to me the most effective form of advertising even 
more so than the newspapers. If it were not for the 
displaymen we would stilt be using kerosene lamps 
and not the electric fixtures that we are using. It 
seems to me that in the field of lighting, in the field 
of soap, in the field of clothes, in the field of art, in 
the appreciation of what is beautiful in our home, in 
all these things the displaymen are carrying on a 
particular system of education which parallels any- 
thing that we educators do in a formal way and system 
of education.—From an address at the P. C. A. D. M. 
Convention. 





McCREERY’S TOYLAND DISPLAY PLAN 


The new Toyland at McCreery’s, New York City, will 
delight the heart of every child. Mother Goose rhymes have 
been painted on the walls and Mother Goose cutouts have 
been pasted on the twenty-six basement columns. All of the 
fixtures are in red and white. In one corner Santa Claus 
presides in a red brick-chimney. In another corner a trick 
juggler performs. The piece de resistance is a package chute 
guarded by gnomes. A child buys a ticket at twenty-five 
cents, presents it at the gnomes’ platform. “How old are 
you?” asks a gnome. “Six,” answers the child. “Six boy,” 
echoes a gnome into the shadows back of the chute, where a 
clerk selects an appropriate gift and whisks it down the 
chute. A new feature of the department will be toys at $1. 
These will be displayed in a square in the center of the floor 
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("repe Ideas 


Here Are Instructions for Two Practical 
Crepe Paper Trims 


By HOMER A. HARRINGTON 
C. A. Reed Co., Williamsport, Pa. 


REPE paper as a display medium has long 
been accepted as one of the most attractive 
and economical decoratives at the disposal of 
the windowman, but new possibilities for its 

use are being discovered every day by national adver- 
tisers and the large army of retailers who employ it 
exclusively in the creation of windows of outstanding 
beauty and sales effectiveness. Reproduced on this page 
are two windows made possible by Reed’s crepe paper. 
Instructions for installing each of these attractive set- 
tings, which can be used for almost any type of mer- 
chandise, follow: 


Window No. 1 


Color scheme: Light brown, golden yellow, and flame. 
Number of folds required to trim a window eight feet 
long, six feet high and two and one-half feet deep: 
Two folds of Reed’s light brown, three folds of 
Reed’s golden yellow, and two folds of Reed’s 

flame. . 

Front trim: Make a valance one-half fold in width 
of light brown with pointed, circular and slashed edges, 
as shown in photograph. In each front corner place 
light brown tubes. Overlapping on to these tubes 
approximately one-half inch, place drapes of golden 
yellow, full width. Now edge the inner edge of these 
drapes with a set of light brown tubes, spaced a few 
inches apart. Between these tubes place twisted 
streamers of light brown and flame combined. 

Background: In the center place a panel two folds 
in width of light brown stretched crepe. Edge the outer 
edges of this panel with flame tubes. In the center of 

















Window No. 1—The color scheme is light brown, 
golden yellow and flame. 
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Window No. 2—-An attractive crepe paper window 
for the drug or book store. 


the panel, and where the two folds meet, place a zig- 
zag treatment of flame crepe approximately five inches 
in width. About ten inches from each edge of the panel, 
place a set of golden yellow tubes. Between these tubes 
place a twisted streamer of flame and golden yellow. 
The balance of the background is finished after floorng 
is placed. 

Flooring and valance of window: Place flame crepe 
with fluted edges on the floor and stretch tightly. Then 
place inverted golden yellow drapes on a forty-five de- 
gree angle, one being placed on each side and on 
the edge of the center panel. Now edge the other side 
of this drape with a flame tube. Kindly note that these 
drapes face toward the front of the window. Place 
a valance along the background the same as in front. 
This completes the balance of the background trim. To 
finish the front trim, place inverted golden yellow 
drapes, three-quarters of a fold wide, on a forty-five 
degree angle. These are tacked against the window 
framework and next to the last tube which was tacked 
on the front framework of the window, on both the left 
and right sides. Edge the inner edges of these drapes 
with a set of light brown tubes with a twisted streamer 
of golden yellow and flame between them. Along the 
bottom of the center panel, place slashed and crinkled 
crepe of flame and golden yellow. 

The window is now ready for any type of merchan- 
dise. 

Author’s note: If you desire to use this trim for 
any other size or type of window, it can very easily and 
quickly be made adaptable by changing the front sec- 
tion or back section of the window. For example, if 
you have a front and side glass window and the glass 
is on the left hand side, you should trim the window 
accordingly. The front and side trims would be the 
same as the front trim now featured. In other words, 
continue the valance along the left side of the window, 
while the drapes and tubes on the right hand section 
would remain as they are in the photograph. But the 
left hand section, instead of being on the left hand front 
of the window, would be on the left side of the window. 


Window No. 2 


Color scheme: Flame, golden yellow -and light brown. 
(Continued on page 39) 
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Gateway Jubilee 


And Attract Thousands with Spécial Window 
Displays of Great Beauty 


By WOOD SELMORE 


XHIBITING the civic, industrial and com- 
mercial achievements of Columbus, Ohio, the 
Gateway Jubilee held recently attracted 
thousands of admiring spectators, and 
proved an excellent example of good will building 
for the city. Among the features of the event was 
the annual Fall Style Show and the National Home 
Furnishings Style Show. Much credit for the success 
of the jubilee goes to Columbus displaymen, who 
worked untiringly for weeks in advance to provide 
windows and decorations of true beauty. People are 
still talking about the wonderful effects they achieved. 
To enumerate all of the windows would be a heroic 
task. 

The elaborate program for the National Home 
Furnishings Style Show included special window 
decoration by Columbus club women, special exhibits 
in. every store, and radio tie-ups with the national 
program. Columbus stores participating in the pro- 
gram were: Carlile’s, Frohock’s, Glick’s, Howald’s, 
Heskett’s, Kerr’s Furniture Factory Show Rooms, 
Stewart Bros., and Spicer-Henthrone. All of these 
stores showed windows decorated by club women. 
Judges in the window-trimming contest were Karl 
Bolander, Columbus Gallery of Fine Arts, Mrs. Ken- 
yon Rector, Home furnishings authority, and Mrs. 
Okla Deming, Columbus interior decorator. The win- 
dows were judged from the standpoint of color, har- 
monious arrangement, general effect with material at 
hand and combination of periods and artistic blending 
rather than by the store or the actual furniture used. 

Besides those trimmed by the women’s organiza- 
tions each store devoted several windows to the efforts 
of their displaymen. Inside the stores ensemble group- 
ings were displayed. These furniture groupings or 
suggested rooms, presented furniture as it might best 
be grouped in the home, with suitable floor coverings, 
draperies, art objects and lighting fixtures. The pub- 
lic was urged and did walk through each of the stores 
and observed the many beautiful furniture designs 
and ensembles exhibited. Living rooms, libraries, bed- 
rooms, kitchens and dining rooms were shown with 
period furniture grouped most effectively. The Early 
American, proving the most popular furniture, was 
featured in all of the displays. 

The matter of making the home the place for para- 
mount happiness was the idea of the furniture style 
show: As Chairman Gordon Wheeler said: “The 


furniture style show is to awaken the public to the 
new beauties and comforts which are to be found in 
the new furniture. No longer have we models of 
furniture which are merely good for their primary 
use. Now art, better designing, richer color, finer 
workmanship, greater comfort, all are added and we 
find furniture which pleases as never before. It is our 
desire that the public become conscious of this beau- 
tifully made product which is being turned out in a 
diversity never dreamed of a few years ago and with 
an artistic merit and a dégree of comfort and con- 
venience never equalled in the history of the industry.” 
Thousands of people crowded the sidewalks and 
dozens of orchestras played on the night inaugurating 
the annual fall style show. Pleasant weather brought 
out a crowd far in excess of that which assembled 
last year to view the displays and various store ex- 
hibits. Clothes for men, women and children were 
shown on living models in dozens of stores while 
other stores showed their choicest merchandise in 
their windows. An innovation at the Boston Store 
and also at the Roberts Cloak House were loudspeak- 
ers which broadcasted to the public while the style 
show was in progress. 


Pale style evening at Roberts was observed with three 

simultaneous style shows, one on each of the first, second 
and third floors, with three orchestras furnishing music. The 
newest in lingerie, negligees and lounging pajamas were 
shown in the promenade in the balcony windows; ten manni- 
kins paraded in fashions for sports, town, tea and dance on 
the second floor, and on the third floor fashions for women 
were displayed. 


Fashions in pageant form featured the celebration at 
Winan’s, where some twenty mannikins staged a showing of 
the latest fashions for women. 

At the Fashion, style parades on the first, second, third and 
fourth floors and in the basement were in progress. 


Pleasure Guild members composed the group of models 
who paraded the autumn modes at the Morehouse-Martens 
fall style evening. Four orchestra supplied music and a live 
bear attracted the attention of children on the second floor. 
Seven newly-created departments also held the spectators’ 
interest. ‘ 

A festival of fun and fashions, including eight orchestras, 
fabric style parade, the Westinghouse robot, inter-fraterniiy 
bridge tournament, and specialized displays of rare interest, 
featured the program at Lazarus. Brilliant style shows for 
men, women and children were held on the second and third 
floors, with living models from each sorority at Ohio State 
University. 

Thirty-five members of the Junior League modeled cloth«>« 

(Continued on page 61) 
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Crepe Ideas 
(Continued from page 37) 


Front trim: Make a valance one-half fold in width 
of flame crepe with pointed and slashed edges. On each 
side place a flame tube. Overlapping on this tube ap- 
proximately a half-inch, place a drape of light brown, 
three-quarters of a fold in width. Edge the inner edge 
of these two drapes with flame tubes. 


Background: Make a center panel of light brown 
crepe, two folds in width. Edge the outer edge of this 
panel with a set of tubes of flame. Centered between 
each set of tubes, place a twisted streamer of flame and 
golden yellow. In the center of the panel place a five- 
inch width of flame crepe and edge each side with 
golden yellow tubes. In the center of this small panel 
make a twisted streamer of light brown and golden 
yellow. Diagonally across the center panel and on each 
side of the five-inch width, place a set of tubes of flame 
as shown in the photograph. Place a fluted edge golden 
yellow rosette with a twisted streamer of flame hanging 
from same. One of these is placed on each panel as 
shown in the photograph. Balance of background is 
finished after flooring is placed. 


Flooring and balance of window: Cover the floor 
with stretched light brown crepe with fluted edges. The 
next step is to finish the front trim, which consists of 
an inverted drape of golden yellow placed on a forty- 
five degree angle, one on each sde. These are tacked to 


the front framework of the window. On each side of. 


the center panel on the background, place a golden 
yellow inverted drape, also on a forty-five degree angle. 
These are tacked on the top of the edge of the center 
panel. Now on each side of this inverted drape make 
a light brown drape, full width, brought to the floor 
and tacked at the edge of the inverted drape. Place a 
valance across the back the same as in front. To edge 
the flooring of the center panel, place puffed crepe of 
flame as shown, and along the sides place golden yellow 
slashed crepe. Along the front place a tube of flame, 
approximately two inches from the front glass. At the 
end of the tubes place fluted edge rosettes of golden 
yellow. The window is now ready for any type of 
merchandise you desire to feature. 





DISPLAY PANELS SELL NOTIONS 


The H. C. Henshey Co., Santa Monica, Calif., has solved 
the problem of displaying notions to the best advantage. The 
notion department of the store is in a secluded location back 


. of the elevator in the rear of the store. Every notion item 


there works overtime in display, however. Felt covered 
panels are used to keep this merchandise constantly before 
the shoppers’ eyes. Notion items are mounted on these panels 
which adorn the walls across the aisle from the notions 
proper and also at the back of the department itself. These 
panels made by the display department offer an easy and 
striking method of giving notions specific and constant dis- 
play. Ordinarily with so many small items.on the notion 
counters some are apt to be lost sight of. With the panel 
display idea every notion stands out in bold relief. The 
panels are movable so that they can be taken down regularly 
and new items fastened to the brown felt background. 
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DISPLAY FIXTURES . 2.2.4. 
THE NEWEST IDEAS FOR DISPLAY 


Assist you in securing the attractive display effects 


you're after--- 


Attractive display sells merchandise. 





NO. 4163 CIRCLE DISPLAYER 
19” high, 6” circle tops---ebony black 
Metal cadmium, $13.50 





DESIGN AVEDON 
2450 LINE 


For Display 
Fixture Information 
Write 


HUGH LYONS & COMPANY 
LANSING MICHIGAN 


BOSTON, 52 CHAUNCY ST. 
**MEMBER NAT'L DISPLAY EQUIP. ASS'N** 





NO. 160 MANNEQUIN MODEL 
For correct style mannequins 
display properly. 
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Cow and Milkman Display Pleases 


Here Are Instructions for Installing Carnation Milk Co. Window 
Which Has Proven Popular With Grocery Stores im 
Large and Small Cities . 


By GEORGE L. THOMAS 


ROCERS in all parts of the country are re- 
porting a large degree of success with the 
new “Cow and Milkman” display furnished 
by the Carnation Co., Oconomowoc, Wis. 

The window, reproduced on this page. has a strong 
appeal and adds much to the attractiveness of any 
grocery store front. It is simple in design and easy 
to build. Instructions for installing this display 
follow : 

First, stick the Carnation header on the glass near 
the top center of the window. There is spot gum on 
the header for that purpose. Then cut and hang your 
valance design as shown in the illustration. The 
group of red crepe tubes at either side of the window 
will be put in next. To make these, unfold a fold of 
red crepe paper and-cut into two pieces of equal 
length, five feet long and twenty inches wide. Refold 
each piece, leaving about five inches at one end not 
folded. With the scissors cut a series of slits in each 
clear through the folded portion at intervals of two 





inches. Take one of the pieces, shake out the cut 
strips, fold the uncut end over and over into half inch 
folds to provide tacking strength and tack across the 
top of the window starting at the outside edge. Then 
grasp the ends of all of the two inch strips in one 
hand and pull down to the floor of the window at the 
corner and tack down. This will form the series of 
tubes as shown. Do the same with the other piece at 
the other side of the window. 

Now cut five two inch pieces or strips from the 
end of a fold of white crepe paper, unfold each piece 
and cut into two pieces of equal length five feet long. 
Tack the end of one of these pieces at the top of the 
window at the edge of one of the groups of red tubes 
and stretch a white tube to the floor to form a white 
boraer for the red tubes. Do the same at the other 
side. The remaining pieces of white crepe will be 
used later. 

Now cut three two-inch pieces or strips from a 
fold of red crepe, unfold and cut each piece into two 
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One of the new Cow and Milkman displays of the Carnation Milk Co., Oconomowoc, Wis. 
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pieces of equal length, making six pieces five feet long 
and two inches wide. Tack the end of one piece at 
the top of the window midway between the center and 
outside of window and stretch to the floor of the 
window about three or four feet back from the glass. 
Stretch a red tube at either side of the one already 
in place, spaced about six inches from it at top but 
tacked down at the same spot at the floor. Put up a 
sinilar group of the red tubes at the other side of 
the window as shown. 


The two white tubes at either side of these two 
red groups come next. The four pieces or strips of 
white crepe previously cut are used for this purpose 
and the tubes should be spaced about six inches apart 
at the top of the window but tacked with the red tubes 
at the floor. 


Next, cut four pieces or strips 34 inch wide from 
the same fold of white crepe paper previously cut. 
With these make the four narrow twisted streamers 
shown in between the red tubes. 


Now cover the floor of the window with green 
crepe paper. Cover two boxes about the size of a 
Carnation case with crinkled green crepe paper and 
put a large red crepe:rosette on the front of each. To 
make these rosettes, cut a piece five inches wide from 
the end of the remainder of the fold of red crepe. 
While the piece is still folded: ruffle or flute the edges 
with the thumb and forefinger of both hands taking 
the entire thickness of the fold at each twist. To do 
this properly, push away from you with the left thumb 
and pull forward with the right forefinger. Unfold 
this ruffled piece and cut off a strip about 30 inches 
long. Grasp one end of this piece midway between 
the ruffled edges with the thumb and forefinger of the 
left hand. Then with the thumb and forefinger of the 
right hand fold the piece along the middle over and 
over into small plaits, but in a.double fan like shape 
forming a circle. Do this until the other end of the 
piece has been reached and then put a pin through the 
center or thickest part to hold the plaits together. 
Twist the folded plaits around to form a_ complete 
circle and tack down on the box through the center. 
Pull the edges out and ruffle a bit with the hand and 
the rosette is formed. 


Place one of these boxes in each rear corner of 
the window and place a Carnation giant carton on each 
as shown. Remove the cow and milkman centerpiece 
from the envelope and assemble according to instruc- 
tions on the outside of envelope. When completely 
assembled, set the centerpiece in the center of the 
window about three feet back from the glass. Build 
pyramids of Carnation .milk cans at either side and 
arrange about the window packages of other nation- 
ally advertised products as shown in _ illustration. 
Wherever Albers products are sold, be sure to include 
a few packages in the window with the other products. 
This completes the display. 


This display will require approximately 114 folds 
of red, 1-2/3 folds of white and two folds of green 
crepe paper for the average window. Save your left 
over pieces for future use. 
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Display Enters the 


Industrial Store 


Old Time Commissaries Vanish With Advent 
of Modern Merchandising Methods 


By B. C. LANKFORD 
Clear Fork Coal Co., Fonde, Ky. 


HERE is but little use to fight against the 
inevitable, and when we see that display is 
responsible for sales and profits, there is only 
one thing to do, and that is to fall in line with 

modern merchandising methods and get the old “com- 
missary” changed into a modern industrial store as 
speedily as possible. 

We are fully aware that in most instances there 
is a lot to be done, but most of the planning has just 
one goal in view, and that is to get the goods that the 
people want out where they can be seen, handle them, 
and purchase them, with the greatest ease. Display 
the merchandise everywhere—in windows, on tables, 
racks and cases. Every item of equipment in the store 
should act as a silent salesman. 

We had a store that was sufficiently large and well 
constructed, and our location was ideal. ‘ We had no 
show windows, and we were operating, along with a 
large number of other industrial stores, on the idea that 
merchandise should be kept out of reach of the cus- 
tomer. By observing the stores that were getting the 
business, we were impressed by the facts that these 
stores have provided light in abundance, are handling 
well-known brands, keeping the store spotlessly clean 
and using proper equipment, and, above all, are display- 
ing the merchandise for sale. We operate a single store 
which would not be considered a large industrial store 
when compared with many others. Our mine employs 
about 265 men, and we serve 200 families regularly. 
Our volume is approximately $15,000 a month. We 
have confidence in our customers, and we believed that 
they would appreciate any effort we might make to 
improve the appearance and efficiency of. “their” store. 

The store was peculiarly constructed, with the side 
next to the street and the main entrance near the corner 
of the building. This entrance was just a door through 
a brick wall. Our only chance to get show windows 
was to remodel this entrance. This we proceeded to do. 
We reworked our lighting arrangement, and we now 
have abundant light. Every opening in, the building 
was carefully screened, our store was painted thorugh- 
out, and all shelving was arranged to give maximum 
display. 

Fruits and vegetables were a problem, as we sup- 
pose is true with all industrial stores. These items are 
sold in large quantities and are difficult to display prop- 
erly. Of course, we arrange to handle our perishables 
in refrigerated display cases, but we had to find a way 
to handle our bulky fruits and vegetables. We worked 
out a design for a locally-made display rack which has 








42 DISPLAY 


been a great help in displaying these items. This rack 
is neatly constructed of good, clear material, and occu- 
pies a place between two upright posts in the rear of 
the building. It will be difficult, but I will try to de- 
scribe it for you, I hope clearly enough to give you a 
fair mental picture of it. It is nine feet long by five 
feet wide, making it cover forty-five feet of floor space. 
It is four feet high, and narrows from five feet wide at 
the bottom to twenty-one inches wide at the top. This 
provides a flat surface nine feet long by twenty-one 
inches wide for the display of baskets, hampers, etc. 
Between the base and the top on each side are two wide 
boards in which are five round holes large enough to 
hold a bushel basket of the type in which peaches and 
vegetables are shipped, yet small enough to keep the 
baskets from falling through. These boards are placed 
between the ends of the rack, horizontally, but slope 
downward, or rather outward, the outside edge being 
low enough to tilt the basket at an angle in the proper 
position to insure maximum display, This arangement 
will take care of twenty bushel baskets of fruits and 
vegetables, and when the top is used and the ends of 
the rack are flanked with wire vegetable racks a most 
attractive display is secured. Then this also stresses 
the idea of quantity, as from twenty-five to thirty 
bushels can be displayed with this one piece of equip- 
ment. The rack is so arranged that the customer can 
walk all around it. 

As an aid to proper display, our equipment has been 
carefully selected. We think proper equipment adds 
much to the ‘effectiveness of display. We use McCray 
refrigerated display cases for meats and perishables, 
Frigidaire equipment for cream and drinks, National 
cash registers in our accounting, and Standard scales 
and standard makes of equipment in all departments of 
the store. 

It is also our opinion that familiar brands appearing 
in open display add to its effectiveness. With this idea 
in mind, we display as prominently as possible such 
items as Maxwell House and Lipton coffees and teas, 
Libby’s canned fruits and vegetables, Aunt Jemima 
pancake flour, Hershey's cocoa and chocolates, Palm- 
olive soaps, Pepperell sheets and sheetings, Rollins 
hosiery, Arrow shirts, Haynes underwear, and many 
other well-known items. 

Like most industrial store people, we feared that we 
would experience losses from pilfering, but we would 
like to emphasize here that we have experienced no 
difficulty along this line, even though we have openly 
displayed many small and attractive articles, while even 
our fruits are within reach of the smallest child. Neither 
have we had losses from soiling of merchandise to any 
extent. Losses from handling and petty pilfering have 
proven to be very small, and we can safely say that they 
are not to be compared with the benefits to be derived 
from open display. 

Our customers seem to appreciate the effort we 
have made to bring our displays up to date, and our 
sales people also appreciate the new environment 
created. 

It is our opinion that it is only a matter of time 
until all industrial stores, as well as stores of any type, 
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wilf adopt open display methods; therefore, we are 
starting in that direction, and expect our store eventu- 
ally to present very much the same appearance as the 
city store. 

We are not claiming that we have accomplished as 
much as some others in this matter, but he have satis- 
fied ourselves of thé merits of open display, and we are 
at least working in the right direction. 

And this is at least one modern method of merchan- 
dising that can be adopted by the very small store and 
still be equally effective as in the larger store. If any 
method applied to a business increases turnover, volume 
and profits, as well as adding generally to the satisfac- 
tion of doing business, as we have proven by our ex- 
perience, what more could we desire?—Courtesy of 
“Tndustrial Retail Stores,” September issue, 1930. 





Cutawl Makers Place New 
Bevel Cutter on Market 


The International Registet Co., Chicago, makers of the 
Cutawl, have just placed a new bevel cutting attachment for 
this machine upon the market. In the mounting of pictures, 
making of cutouts, scenic backgrounds, silhouettes and the 

















New bevel-cutting attachment for Cutawl for making 
cutouts, backgrounds, etc. 


like, nothing adds more to the effectiveness than bevelling the 
edges. This has been appreciated for years in the mounting 
of photographs and the making of scenery where bevelled 
edges are used almost exclusively. 

A unique feature of the new bevel cutter is that it readily 
can be adjusted to any angle from 45 to 65 degrees. This 
feature is of considerable value since there is often occasion 
to change the bevel angle. For instance, if thin cardboard 
is being cut, the bevel angle to be as apparent has to be 
greater than would be necessary if a heavy wallboard were 
used. The bevel cutter can be attached to any K6 or K7 
Cutawl in less than three minutes without the use of tools, 
other than a screw driver. 





RUSSELL WITH EDWARDS & SON 
George R. Russell, who recently resigned as display man- 
ager for the Wm. Hengerer Co., Buffalo, N. Y., has been 
appointed display manager for the Buffalo store of E. W. 
Edwards & Son., according to an announcement by Wm. N. 
Wildridge, general manager. 
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Art in Business 


Displayman of Today Knows How to Make 
Art Increase Profits of Employer 


By WALTER F. ISAACS 


School of Fine Arts, University of Washington, 
Seattle 


HE thing that we call art today is a thing far 
different from what our fathers recognized 
it to be—at any rate, most of our fathers, 
whether they were farmers or business men, 

didn’t have to be closely related to the things that we 
call art. Of course, I don’t have to tell you what their 
impression of art was, because you once saw a picture 
of a strange looking man with a velvet coat walking 
around the country as a landscape painter, looking 
foolish and not knowing where he was going. Today 
we look upon the art problem differently than we 
used to. 


One of the very good authorities recently said: 
“Art and business are getting together today and get- 
ting to understand one another.” The artist is learning 
to make his services worth while to the business man. 
He knows how to prize art, so that he is not just beau- 
tifying by trimming, not hanging up a few ribbons in 
windows in the hopes of making them a little prettier, 
but he knows the salesman’s problem. He knows how 
he is able to get the art into effect in the store, and in 
such a way that it doesn’t stand out as an art proposi- 
tion, but has the effect of making people who pass the 
store believe that there is something good in that store. 
I think that the great value of art when applied to mer- 
chandise in the business world is that it can make a 
piece of merchandise look like a good piece of merchan- 
dise, a superior piece of merchandise, and not just a 
pretty piece of merchandise, but one that has better 
stuff in it, one of a higher grade. I don’t mean decep- 
tion to try and make a cheap article look like a high- 
grade article, but I take it that you are all interested 
in handling high-grade articles. A good article badly 
displayed can look like a very cheap one. 


I happened to be in the bank where I keep my little 
checking account. While there the cashier called me 
over and said: “We have something we can ask you 
about. Just now we are getting out a little book. We 
are trying to get it out so that it will represent this 
bank. Here is one of the printed forms, but for some 
reason or other it doesn’t go over.” Well, I looked at 


it, and he was absolutely right. It looked like it might. 


have come from a small bank in Podunk, because it had 
what you might cal! a cheap look, simply a small-town 
look. The bank had no notion of giving an impression 
of a small-town bank, but, just due to the way the thing 
was gotten up, the art in it did have a cheap look. Now 
it is entirely possible to get an artistic book out for the 
(Continued on page 48) 
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Cut Material Costs 


with 


‘““SUN-FAST’’ FELTS 


Special research has produced this group of Felts 
for window display work. Your costs are reduced 
because the same felt can be used in other displays 
and can be successfully dry cleaned. Easy to handle, 
adaptable to all shapes and designs, they can be used 
for: 


backgrounds appliques 


flooring cutouts 


counter coverings panels 


“SUN-FAST” Felts are now obtainable in ten strik- 
ing colors, and will be shipped in any desired 
quantity. Color chart, samples and prices sent on 
request. 


The FELTERS Co., Inc. 


Manufacturers of Felts 


Boston 
Mass. 


101 Bedford 
_ Street 
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Its Important Role in Retail Meat 
Merchandising 


By E. W. WHEELER 


Illuminating Engineer, Reflector & Illuminating Co., 
Chicago 


ERCHANTS have known for a long time that 
attractive displays are valuable sales pro- 
moters. From the smallest neighborhood 
store to the largest department store, we find 

evidence of the appreciation of merchandise display in 
the attractive show windows which have come to be 
one of the most important departments of a retail mer- 
chandising establishment. The show windows of our 
leading retail stores throughout the country are verit- 
able works of art, and many thousands of dollars are 
spent annually by these concerns in an endeavor to 
realize to the fullest extent the enormous sales value 
of these windows. Sales value of display does not end 
with the show window; the appeal of an attractive in- 
terior is of no less importance. This fact is manifested 
by the splendid decorative treatment and fine appoint- 
ments of the newer establishments. 

If display is such an important factor in successful 
general merchandising, why isn’t it also important in 
meat merchandising? That it is an important factor 
in meat merchandising is shown by the increasing num- 
ber of meat markets incorporating the display idea. 
The managements of these markets have learned that 
the display idea is not an expensive one, and does not 
necessarily incur an investment in costly store fronts 
and expensive equipment. In fact, the requirements 
for the display idea in the meat market have been found 
to be quite simple. They are cleanliness plus good 
lighting. Cleanliness needs no introduction. 

The lighting requirements for the meat market are 
three in number, namely, show window lighting, general 





r view of a modern meat market showing 
illuminated show cases. 
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interior illumination, and lighting for the refrigerated 
display cases. 


The display starts with the show window. It is the 
silent salesman that works untiringly to attract and 
create a desire on the part of the prospective customer 
to enter the market and make her purchase. Attractive 
and appetizing displays are, of course, essential, but 
the fullest value of a display is realized only when it js 
illuminated to an attention-compelling intensity. An 
attention-compelling intensity is that intensity of illu- 
mination which will render the show window bright 
and thus make it the focal point of attraction for 
passersby. Since illumination in the show window is 
derived from incandescent lamps, and as these lamps 
generate heat, it follows that for meat displays the wat- 
tage consumed must be held to a practical minimum, 
and the light from the lamps should be utilized in the 
most efficient manner. White backgrounds and trim- 
mings appear brighter under a moderate intensity of 
illumination and accentuate the atmosphere of cleanli- 
ness. Reflector equipment should be provided for the 
lamps in the show window. Reflectors of the silver- 
plated glass type are the most efficient, and for a given 
consumption of current will provide the highest inten- 
sity of illumination. Most every electrical contractor- 
dealer carries a stock of these reflectors in various sizes 
and designs to suit any particular size and shape of 
window. 

By way of supplementing the general illumination 
in the show window provided by the standard show 
window reflector equipment, show window floodlights 
are often installed. These are usually of the 200-watt 
capacity, and are equipped with a color screen attach- 
ment for producing colored lighting effects. It is well 
known among displaymen that whereas light attracts, 
colored light attracts more. These show window flood- 
lights, besides producing attractive color displays in 
the window, are useful in another way. During the 
evening hours, when the store is closed, they may be 
adjusted to flood the interior of the market and make 
it stand out in splendid effulgence like a jewel in the 
dark. 


Stepping into the store, the display idea must carry 
on. Here the purpose of the display is to make the 
customer feel satisfied that she has come to the right 
place. Cheerful lighting, emphasizing the spirit of 
cleanliness, should be the keynote of the interior. Fix- 
tures providing a well-difused and even distribution of 
light with minimum of glare should be selected. At- 
tractive and modern designs of illuminating glassware 
are now available, at reasonable prices, and a variety 
of interior fixtures is generally on display at the elec- 
trical contractor-dealer’s show room. 


The principal display is naturally in the refrigerated 
display cases or counters. No longer is it necessary to 
illuminate these displays by unsightly shades hanging 
from drop cords over the counter. In line with the idea 
John Flotten, the efficient display manager at the 
Harris & Frank establishment. Two windows espe- 
cially, created the proper sales interest—one, the show- 

(Continued on page 61) 
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‘Rustic Qfixtures 


It’s Easy to Make Attractive Display Aids 


from Pieces of Scrap Wood 


By GEORGE RICE 


AKING rustic novelties for use in connection 

with display windows is not difficult for a 

clerk or some other member of the personnel 

of the establishment who has access to a wood 

pile, a lumber yard or the basement in which empty 
wooden boxes are available for breaking up. The 
miniature golf course fad which has spread throughout 
the land has inspired displaymen to install imitation 
golf courses in their windows. Usually the entire win- 
dow is given up to the scene, which is embellished with 
fairways, water hazards, ground greens, slopes, and 
various other formations to attract the notice of the 
lovers of the sport. Felt or cloth dyed green is freely 
used to give the surfaces an outdoor aspect. Some- 
times shavings and sawdust stained green are used. 
Few tools are needed to construct the types of rustic 
lawn and garden furnishings which are used to give 
the courses a natural appearance. Some furnishings 
are made life size, while other pieces are made miniature 
in design so as not to occupy too much room in the 
window. A saw, a hatchet, a hammer, a knife, some 
screws and nails and pieces of wire are enough to work 
with. One of the best scenes we saw was constructed 
mostly of material taken from a fire-wood pile with the 
bark still on the wood. There were hanging baskets, 
plant holders, root-trimmed chairs, and other equipment 
set up with the rough surface of the bark intact. The 
rustic novelties, however, are not confined to miniature 
golf displays, for they can be used to advantage in con- 
nection with many different types of window displays. 
Show window fittings similar to those shown in 
Figure 1 can be made with scrap wood without much 
trouble, except the bending of the piece which is curved 
around the model at the left to hold the cross pieces in 
position. The best way to get this U-shaped bend is 
to steam the part which is to be bent, and, after the 
wood fiber is well saturated with the moisture, bend 
the piece around a barrel or some round object the size 
that the curvature ought to be. The cross pieces can 
then be inserted and secured in place with a nail or two 
driven in through the looped piece into the ends of 
these pieces. It can be leaned against something or it 
can be provided with a brace at the back, similar to the 
brace shown on the back of the easel at the right. This 
rustic easel is made similar to the first model, only 
there is no looped frame. All of the pieces are straight. 
If either of these objects is made of material selected 
from a wooded spot where limbs of trees are to be had, 
and the limbs with knots and short projections are used, 
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an exceptional rustic and natural effect will be obtained. 

A scrap wood frame designed for display purposes 
is shown in Figure 2, in which the upper pieces are re- 
quired to be bent by steaming and bending. The rest 
of the work is mostly straight and easy to set up and 
fasten in place. 

Trellises, bird boxes and related objects can be made 
from planed timber or stock which is fresh from the 
woods or the swamps when it is desired to construct 
wood apparatus to represent a miniature golf course, 
a tennis court or a play ground. 

Joints in the woodwork can be made by nailing, 
mortising or wiring as shown in Figures 3, 4, 5 and 6. 
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In Figure 3 the simple mode of driving a nail through 
the upright into the end of the cross piece will be effec- 
tive in most cases. The end can be nailed to the top 
of the upright as in Figure 4, or, if the window deco- 
rator is inclined to be methodical in his work, and has 
the time to spare, he can mortise the joint by cutting 
into the upright for the end of the cross piece, as shown 
in Figure 5. A little glue or a nail will serve to make 
the joint tight. The wire method is easy and quick to 
accomplish, resulting in a joint like that in Figure 6. 

A larg® root, cast out as waste wood because of its 
knotty condition, often can be picked up in a fuel supply 
yard for a few cents, as the fuel company prefers to 
get rid of it rather than consume time and run the 
chances of damaging machinery by cutting the bulky 
root into stove lengths. But such a root, when topped 
off with a rustic receptacle for holding plants, as shown 
in Figure 7, makes a presentable object for display in 
a window. Sometimes the bark is scraped from the 
root and the surface sandpapered and varnished, result- 
ing in a window article that appears artistic as well as 
rustic. 





ANNOUNCE AUGUSTUS D. CURTIS AWARD 


The purpose of the Augustus D. Curtis Award is to give 
recognition to the individual or individuals, in any member 
power company of the National Electric Light Association, 
contributing most to the advancement of electric lighting of 
interiors or exteriors of commercial and public buildings. 
The award is a certificate to the company and five hundred 
dollars in gold to the person in the company who shows the 
greatest contribution to commercial lighting. The contribu- 
tion may be submitted to the association in the form of 
stimulating new and better uses of lighting, a method of 
lighting that is a distinct advance over present practice, the 
development of a lighting service outstanding in its accom- 
plishments, the promotion of cooperative activities for better- 
ment of lighting, relighting the properties of the utility, or 
the elimination of barriers to good lighting. The contest will 
include accomplishments realized up to December 31, 1930, 
and each calendar year thereafter. Exhibits must be filed 
at National Electric Light Association headquarters on or 
before April 1, of the year following the contest period. The 
winner will be announced at the annual convention of the 
National Electric Light Association conventio. Registration 
blanks may be secured from the National Electric Light As- 
sociation, Commercial Department, 420 Lexington Avenue, 
New York City. 





EINSON-FREEMAN’S MECHANICAL DISPLAYS 

Inauguration of a department of mechanical and motion 
displays covering the entire field of stunt and demonstration 
windows has been announced by Einson-Freeman Co., Inc., 
511 East Seventy-second Street, New York City. As long as 
a quarter of a century ago, Einson, Inc., parent company of 
the organization, was a pioneer in the creation of animated 
displays. The new department will be under the direction of 
William A. Whiting, former president of Active Advertising 
Displays, Inc., who has a number of patents on novel and 
exclusive devices to his credit. 





MAY CO. REDECORATES FURNITURE FLOOR 

Of particular interest in the newly decorated and remodeled 
furniture floor of the May Co., Los Angeles, are the thirty- 
four model rooms, each with neutral walls and a carved frieze 
at the top, finished with one side open so the public may 
see the exhibit without entering the room. Scaled to the size 
of the rooms in an average home, displays include every 
detail of home furnishings so that each room seems to have 
been lifted from a well furnished home and set out on the 
floor. Through the center section there are 18 of these model 
rooms which display living room and dining room furniture. 
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“British 
“Displays 


Holiday Windows Replace Attractive Series 
Designed for Fall Openings 


By RICHARD HARMAN 


EAUTIFUL and unusual autumn windows at 
this writing are giving way to Christmas 
displays for which the majority of London 
stores are spending considerable money. 

Indications point to a quite general use of lighting and 
metallic forms of decoration. Two very striking ex- 
terior lighting schemes have been prepared for Oxford 
Street, and as far as shopping attractions go the Mar- 
ble Arch end of Oxford Street should provide some- 
thing far brighter than any other part of London. 
Special care and consideration has also been given 
to new ideas in Christmas bazaars. Automatic and 
mechanical displays seem to be very popular. 


Perhaps the most outstanding of the autumn open- 
ing displays of this year were those of Swan and 
Edgar. The principal feature of the scheme was the 
use of plastic paint to create decorations in relief. 
The theme followed throughout each window was 
based upon nature subjects, varying between deep sea 
fish and submarine scenery to grotesque bats and ears 
of corn. These various objects were worked out in 
relief and applied to a background, to the scenery on 
which was picked to suit the individual subject in 
colors. The whole technique took a modernist form 
but the great feature was the coloring. Meticulous 
care and great trouble were taken to insure perfect 
harmony in matching. The colorings were applied 
in a bronze finish, and naturally, the autumn tints and 
shades prevailed. Certain parts of the designs were 
pointed with metallic papers to give a little extra 
brilliance, 


Among the interesting displays to be seen at the 
large branch of the Montague Burton firm in Totten- 
ham Court Road was one to push the sale of plus- 
four suits. The glass of this window was marked to 
give the impression that it had been broken by a golf 
ball, and underneath this, a showcard read, THE 
WRONG SHOT, while on the other side of the win- 
dow, a suit of golfing clothes was shown with the 
show card reading, THE RIGHT SUIT. Golf clubs, 
balls, and two of the hazards as used in miniature 
golf were also shown in the window. 


In connection with their twenty-second birthday, 
Messrs. Drage, of Holborn, installed a very fine cut- 
out display. This cutout was a reproduction in colors 
of “The Trooping of the Colors,” and was to be seen 
in their largest window in Holborn. No goods were 
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Hosiery Forms 
that Fit Shoes 


OU have wanted hosiery forms that 


would fit shoes. Well, here they are. 
Fairy Forms do more than merely display 
hosiery—they sell shoes. 

After all, that is the most sensible way 
to display hosiery—with shoes. For don’t 
your customers want to know how the two 
look together before they buy either? 

The forms shown in the window illustrated 
above are the open-top AnkleHi Fairy Forms. 
Made of shell-like Fairylite which is strong 
and washable, they fit any 4 or 
4¥2B women’s shoe perfectly. 
The cross-bar adjusts the form 
to shoes of different widths. 
Price $1.75 a pair. 

Write for the Fairy Form book- 
let showing Fairy Hosiery Forms 
for men’s women’s and chil- 
dren’s shoes. 





The a te SHOE FORM CoO., INC. 
0g ra AUBURN, NEW YORK 


Fairy Forms, . " 
can be used to Licensed Manufacturing Branches 
display hosiery Unitep Last Co., Ltp., Montreal, Que. 


with or without Northampton, England Frankfort, Germany 
shoes. Paris, France Melbourne, Australia 
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shown in the window, but the multi-colored scene was 
the source of great attraction, and occupied the whole 
of the large background space. 

I rather think that the coming of Gamage’s to 
Oxford Street will have the effect of all competition, 
namely, an inclination to raise the general standard 
of display. I was talking to one well-known display 
manager in Oxford Street, whose firm rarely makes 
any special shows, and he told me that at the end of 
last month the management told him that in the future, 
in view of the splash Gamages’ were likely to make, 
they would require a number of special displays. 
They felt that otherwise the new “Sun” might eclipse 
them. I therefore think that we shall see in the near 
future a big upward trend along Oxford Street. In 
many places there is certainly room for it. 
~ The majority of the autumn shows, apart from 
Gamage’s and Selfridge’s and Swan and Edgar’s were 
of an inexpensive nature. In view of the slackness in 
business, firms were holding tight on expenditure. 

Coming along into the Brompton Road, there were 
two windows which impressed me at Harrods. One 
was a shoe show in which all those shown were 
marked at 21 shillings. To emphasize this the back- 
ground took the form of a huge cut-out 21 shillings 
mounted on a cubist base. Both the figures and the 
base provided a setting on which to place the shoes. 
One of the finest color schemes I have ever seen was 
that entitled, A RHAPSODY IN BLUE. In this 
there were simple and dignified drapes, and the colors 
had been most delicately chosen, ranging from light to 
dark blue, and toned in such a way that one could 
recognize the hand of a real colorist behind the 
scheme. 

Visitors to London should make a point of visiting 
the new men’s department, which faces on Basil Street, 
at the rear of Harrods’ building. This is carried out 
to the modern ideas of shop architecture, with the 
windows much smaller than those in Brompton Road. 

Harrods recently introduced a very clever stunt 
in a hosiery display. The feature of this was a figure, 
the top part of which was wax and the bottom part an 
assistant’s legs. This was arranged by the aid of 
curtains. The figure was wearing a dressing gown, 
the top part being a wax head and bust, the bottom 
part was a girl’s legs. The girl sitting behind the 
curtain was obscured in such a way that the head and 
the legs appeared to be all part of the same figure. 
Every now and again, however, the assistant would 
slowly and gracefully move her legs, to the amaze- 
ment of the crowd outside the window. Constantly 
remarks were heard in praise of the remarkable 
“mechanical action.” 

At Marshall & Snelgrove something a little differ- 
ent was injected into the windows, but the usual re- 
strained tone of dignity was observed. Here, Mr. 
Flaxman, the display. manager, stretched broad rib- 
bons from the ceiling to the floor, dividing the window 
into three sections, and showing a separate unit in 
each of the three sections. This scheme in different 
colors and with narrow ribbons imposed on broad 
ribbons ran right through the front. 

Some novel and out-of-the-ordinary type of back- 
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grounds were used in a scheme recently-carried out by 
Daniel Neal & Sons, Portman Square,’ W. I. 

The main features of these backgrounds consisted 
of three large question marks, in cut-out form, with 
the words, DO YOU KNOW, written across the 
bottom of the three queries. 

The reply to each DO YOU KNOW was suitably 

answered ‘on a card placed in the front of each window, 
on which something like this was written: DO YOU 
KNOW WE HAVE A SPECIAL SHOE FOR 
EVERY SCHOOL AND SPORTS OCCASION? and 
naturally in this window various kinds of shoes for 
school and sports wear were shown, while on the back- 
ground a large cut-out of a compass to represent 
school, and a hockey stick to represent sport were 
shown. 
The question marks were carried out in various 
colors and partly covered with metallic paper, forming 
a very striking design, and each set of three question 
marks was fixed to a raised platform. 





Art in Business 
(Continued from page 43) 
same cost, but when the reader picks it up he will not 


say, “That is a very pretty book—these are pretty lines 
and colors.” But, instead, he will have a feeling that 
here is a bank that is the real thing, up to date, effective 
and a high-grade institution. 

And so that is why I believe the work that I am 
engaged in is not so far removed from the work dis- 
playmen are engaged in. Out at the university, where 
we have classes in art, the art teachers are trying to 
make their work a practical and useful proposition in 
the community. One line of work is trying to get it 
over so that the public will understand. 

A store manager was telling me that the customers 
are getting ahead of the salesmen in the matter of good 
taste. If this is true, I think it is partly due to our 
efforts in the school to put over a real understanding 
of what art means in the community, not as a separate 
bit of amusement that stands off separately from the 
community and makes something just beautiful but that 


doesn’t have any application, but is a part of it. If I 


understand the university rightly, I think that the ambi- 
tion of all the departments is to make education actually 
more practical and fitting to the community. In order 
to do that it requires an understanding of its needs, and 
we are eliminating those things that we believe are 
simply useless. I think we are making a great deal of 
headway lately in getting education over to the commu- 
nity and making it play its part in the community. 

I took a trip to Europe a number of years ago and 
observed the store display and was extremely interested 
in it. I think they are ahead of us in that, but we are 
making great progress, and we will make more progress. 
I feel very optimistic. I don’t want to say that a store 
window not only does what Mr. Hewitt says it does, 
but it puts over what I am interested in, scattering the 
appreciation of high-grade things among people who 
parade past windows by the hundreds. I know of no 
place where the artist,, business men and the public 
come together so often and in such an effective way as 
in the store window on the street. 
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Displaydom’s Episodes 


Y a rather odd coincidence two photos of fall win- 
| dows with a striking similarity in backgrounds 
y arrived in the office of DISPLAY WORLD on the 


af same day. One came from George P. Wiggans, dis- 
U play manager for Thal’s Fashion, Dayton, Ohio, while 
R the other was from W. R. Ashby, display manager for 
id Zion’s Cooperative Mercantile Institution, Sale Lake 
“ad City. The two windows are reproduced on this page. 
k- The similarity, it will be noted, lies only in the center 
at panels. The treatment of merchandise and all other 
wis decorative effects have little in common. The color 
ma scheme of the display by Mr. Wiggans is silver and 


black. The large clusters of silver grapes and large 
8 black leaves air-brushed in silver are set in black 
oa dimontine vases. The silver figure cutout is against 
a panel of black felt. White felt on the floor is edged 
with silver ribbon. From the position of the camera 
one figure could not be gotten into the photo. This 
figure was at the right end of the window. In Mr. 
Ashby’s window the color scheme is French gray, 
straw, silver and copper. The figure in the center 
panel is covered with silver and copper foil. The 
center half circle was compo board covered with straw 
cloth. 


ies 
lat 








Reproduced at the bottom of this page is a display 
by A. R. Westrope, display manager, The Utica, Des 
Moines, Ta. This window was unveiled at the opening Dayton, O. Bottom: Display by W. R. Ashby, Zion’s 
of the Utica’s Fall Fashion Show. The white gown, Cooperative Mercantile Institution, Salt Lake City. 
cape and gloves were shown to excellent advantage These photographs arrived in the office of DISPLAY 
against a background of roses and blue velvet drapes. WORLD on the same day. 


Top: Display by Geo. P. Wiggans, Thal’s Fashion, 
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One of the outstanding fall fashion windows at the Utica, Des Moines, Iowa. 
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Hardware 


December, 1930 


Windows 


By ARTHUR BENSON 
Advertising Department, Schlafer Hardwa‘e Co., Appleton, Wis. 


HERE is no reason why hardware displays 
should not be just as attractive as those of 
the big department stores. By watching dis- 
plays of the leading stores, reading articles 

by display experts, and following suggestions by manu- 
facturers, anyone in a hardware store who possesses 
séme talent can create displays that will be a credit to 
his*firm. As I have said before, I believe the essential 


points of “good display are to be found in cleanliness, 





timeliness, frequent changes, balance, proper merchan- 
dise, good lighting, and appropriate backgrounds. 

Following are some of our recent windows at the 
Schlafer Hardware Co., in Appleton, Wis. : 

Hunting window: The background was of brown 
crinkled crepe paper covered with artificial oak leaves 
of fall colors and with an occasional sprinkling of vines. 
Corn stalks on each side of the background helped set 
off the display. One Remington poster showing birds 





Six displays recently shove by the Schlafer Hardware Co., Appleton, Wis. Upper left: Realism is employed 
with telling effect in this hunting window. Upper right: Display of Mazda lamps featuring. price discount in 
carton lots. Leff center: Safety xazor window which carries a complete line of shaving supplies. Right center: 


B. P. S. paint window featuring painted furniture. 


Lower left: Another paint window showing each color of 
paint carried. Lower right: Display of radio tubes and batteries. 
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in flight and two guns near a case of shells completed 
the background. The floor was of dried grass and 
leaves to’ represent a natural outdoor scene. A few 
stuffed birds and a few cut-outs of flying ducks pasted 
on the window helped emphasize that it was bird hunt- 
ing season. As you will notice, very little merchandise 
was displayed. Our plan was to create the atmosphere 
for the hunter and show needed items for the season. 
All items carried price tickets. 


B. P. S. paint display: The upper portion of the 
background was of light blue crepe paper with a center 
panel of Tiffany brown. Drapes on either end were of 
light brown with narrow red tube of crepe paper. We 
emphasized quality in B. P. S. paint, and only a few 
cans of paint were shown. Each sign dealt with lasting 
quality and greater coverng capacity because of this 
quality. . Color cards showed the complete colors 
carried. We do not handle “price’’ paints, and in all 
our advertising and display talk quality and better satis- 
faction to the customer. 


Painted furniture window: This window was a 
sequel to the B. P. S. paint window and had the same 
background. All items of furniture were painted at 
our store with Glosfast Enamel, and were of different 
blending of colors. For instance: Arm chair, navy 
blue and orange; rocking chair, ivory and Nile green; 
small rocking chair, orchid and ivory; step stool, orchid, 
orange, ivory and red; small stand, gray. Part of some 
of the items was left unpainted to show the covering 
capacity of Glosfast Enamel. Two signs read, GLOS- 
FAST DID IT. Other cards showed Glosfast Enamel 
colors and mentioned four-hour drying qualities. This 
window attracted many people, and, because of this 
display of actual use of this popular enamel, our sales 
have increased very much. 


Shaving window display: Background was of light 
Tiffany brown wall paper with salmon tubes of crepe 
paper. Center panel was of salmon wallboard with 
light blue crepe paper drapes on sides. Floor covering 
was of crinkled salmon color crepe paper. All signs 
used were of striking colors, and the display had great 
attention value. On this window we showed a com- 
plete display of shaving items. Each item carried the 
price card. 


Mazda lamp window: On this large display we fea- 
tured price discount in carton lots and used a mass dis- 
play. Because of the bright lamp cartons and the deep 
red and black floor covering, we had a vivid, colorful 
display. Post cards had been sent out to our customers 
telling of the price drop, and the two mediums helped 
us to get our largest monthly lamp sales quota. 


Blackhawk display: From a Milwaukee jobbers’ 
sales conference comes word to us that this window was 
discussed there in their discussions as a very appealing 
and attractive window, and mentioned as a window 
fascinating and full of potential sales. The background 
was of light brown shaded wall paper finish. Signs 
were of bright contrasting colors and easily read. 
Wrenches were of the new chromium finish type, and, 
because of their brightness, made a beautiful showing. 
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Salon des Artistes Decorateurs, Paris, 1930 


SIEGEL OF PARIS 


The well-known CREATOR 
of everything for display . . . 


MANNEQUINS 
METAL DISPLAY FIXTURES 
WINDOW DECORATIONS 


Now in New York City 


SIEGEL WY. inc. 


261 FIFTH AVENUE 
NEW YORK CITY 














Chicago Displays 
(Continued from page 17) 


The wreaths were the same as those used last year. 
The windows presented something of a different ap- 
pearance by virtue of the fact that merchandise was 
displayed on steps which formed a part of the scheme 
of the fall backgrounds. In some of the windows 
there were specially prepared stands designed to repre- 
sent the general shape of a Christmas tree. Each 
stand contained nine shelves of graduated sizes upon 
which were displayed small gift items of related sig- 
nificance to the major articles displayed in the same 
window. The large window at the corner of State 
and Washington Street contained a very compre- 
hensive display of toys in accordance with the usual 
custom and the importance of this department both in 
the store and in the minds of the public generally 
“during the holiday buying season. 


The merchandise display in the other windows 
along the State Street front contained a somewhat 
heavier showing than is customary in these windows. 
However, this policy has been followed in previous 
Christmas displays and is quite appropriate for the 
occasion when people are looking in the shops for ever 
so many suggestive ideas to properly fill their Christ- 
mas lists. Such articles as the following are featured 
in the single window displays in complete variety or 
in distinctive unit groups: Infant’s apparel; silk 
scarfs and lace collar and cuff sets; velvet pajamas 
with velvet lounging robe and flowered silk robes; 
apricot shade silk and lace lingerie with various types 
of garments of the same material and shade displayed, 
along with boudoir pillows made of the same ma- 
terial ; one complete window of gloves in which elbow 
lengths and three-quarter lengths and wrist lengths 
are featured; handkerchiefs and perfumes occupy an- 
other complete window with handkerchiefs predomi- 
nant; perfumes, vanity cases, powders and gift box 
sets of these items occupy another complete window ; 
silk umbrellas with amber handles are gracefully com- 
bined with as many as seven overnight fitted bags in 
shades of gray, black, blue, lavender and tan, are in 
another window. 


The Field windows along Wabash Avenue contain 
many gifts items of house furnishings and home deco- 
rative pieces. The Christmas atmosphere in this 
stretch of windows is provided by the uniform use of 
a tall graceful mirror vase of slender lines which 
holds three massive silk poinsettias with pale green 
silk leaves. = 


At Charles A. Steven’s, the windows of which have 
come in for considerable favorable comment within 
recent months, we find a very striking display of the 
smartest kind of boudoir garments and accessories 
displayed in four interesting groups, each of a domi- 
nant and attractive color theme. Crepe and lace lin- 
gerie, silk and lace robes and velvet dinner pajamas 
constitute three of the units which are carried out in 
color schemes of Alice blue, peach and shell pink, 
and red and black respectively. In two places in this 
window for convenient reference there appears a card 
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with this wording: DEAR TO THE FEMININE 
HEART—INTIMATE FASHIONS—THAT ARE 
LEGENDS OF LOVELINESS. 


The rear lobby windows in this spacious front 
have undergone a certain decorative change which 
seems to be particularly appropriate for the present 
season. The backgrounds of plain gray-tan have been 
airbrushed in a manner as to give a more striking 
backgfound for the display of light merchandise. 
The air brushing starts at the floor line of the back- 
ground where it is quite dark and graduates up to 
a faint disappearing cloudy mist at the top. Geometri- 
cal designs taken from snow crystals have been 
worked into the dark background in subdued colors 
but with nice effect. Each of the many individual 
sections around the rear window carry a special dis- 
play of appropriate items that may be considered as 
lovely and appropriate gifts for women. Yet the mer- 
chandise displayed and the way it is displayed makes 
a definite appeal to the everyday shopper who may 
be interested in such women’s furnishings for present 
and immediate use. Thus the windows meet the 
double appeal of suggesting interesting and appro- 
priate gifts as well as appealing to the individual 
from a personal viewpoint. There are no Christmas 
decorations used in the Stevens’ windows as this is 
written. The entire appeal is made from the character 
of merchandise selected and displayed. 


HERE has been a re-adjustment in the background of the 

Carson windows to provide particularly for the Christmas 
merchandise displays. Instead of the predominant black 
backgrounds and the black curtains at the ends, the back- 
grounds have been transformed by the use of flat covered 
panels covered with Japanese grass cloth of silver weave 
and effect. There are two strips of black velvet on either 
side of the central panel to break what would otherwise be 
a monotonous background effect. Rather high up in each 
center panel of each and every window along the State Street 
front is placed a thirty-inch green holly wreath with bright 
red berries. 


The side curtains at the ends of the windows which extend 
from the front glass to the background wall are of silver 
cloth. The floors are of black carpet. Black velvet covered 
plateaux and steps are used extensively in the series of 
windows open and displaying Christmas gift items as this 
is written. The large- window near the Madison Street cor- 
ner entrance contains a well selected group of gift items 
from the Gift Shop, including bridge and table lamps, vases, 
artistic picture frames, book ends, desk and blotter sets and 
similar items of that kind. The next window contains an 
interesting display of crystal table ware and novelty china 
pieces. These are shown on improvised table displayers 
covered with black velvet over which a lace table cover has 
been spread. Another window is entirely devoted to gloves— 
gloves for morning, afternoon and evening wear in novelty 
and plain colors with the majority of space accorded to eve- 
ning and afternoon gloves of long and three-quarter lengths 
respectively. 


The fourth display is entirely devoted to handkerchiefs 
and perfumes artfully and happily combined. Adajacent to 
this window is a very attractive display of silk and lace 
boudoir pillows, couch covers and other such luxuries with 
a few novelty articles such as a silver powder box, incense set 
and perfume set, selected to harmonize with the major items 
featured. Window No. 6 contains a combination display of 
women’s bags which are arranged in the center while separate 
displays of silk umbrellas with amber handles appear at each 
end of the same window. 
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The most interesting display of pearls and costume 
jewelry occupies one of the large State Street windows with 
a card quite befitting the display, reading: COSTUME 
JEWELRY IN ITS SMARTEST INTERPRETATIONS. 


Silverware and pewter comprise the chief merchandise 
display in one of the large windows near the State Street 
entrance at the south end of the store. These items are 
shown on black steps and table effects with particular care 
given to the combination and arrangement of sets or indi- 
vidual gift pieces as the case may be. Two lace coverlets 
about 18 by 30 inches in size are spread on the floor near 
the front glass and over the black carpet. On each of these 
coverlets there is a distinct unit display of related pieces 
suggestive for gifts. Each article or each set featured car- 
ries a price ticket. 


Another window is devoted entirely to small children’s 
apparel in which is shown a great variety of items for broad 
selection. Next to this is a carnival window representative 
of the toy department. This is an interesting background 
of scenic panels showing balloons and airplanes in the air. 
In the foreground of the upper part of the window enclosure 
are poised airplanes at various angles in keeping with the 
theme of the background as well as with the articles and 
items generally displayed about the floor and other graduated 
steps used in the window. 


Perhaps the most spectacular and most effective merchan- 
dising effort made by any of the State Street stores with 
the double purpose of securing direct business and stimulat- 
ing buying generally, was that of The Fair when this great 
store inaugurated “Economy Day” on December 4. Twelve 
full pages of advertising in a four-color supplement appeared 
in the Chicago Evening American, and an equal amount of 
space appeared in the Daily News in the afternoon editions 
of both papers December 3. “Economy Day” was advertised 
as a great one day sale with extra special bargain prices on 
hundreds of desirable items pictured and described in the 
advertising pages. Five thousand salespeople were available 
to serve the shopping hordes which literally swamped the 
store all day and until 9 o’clock that evening. So great was 
the attendance that the store continued the sale another day 
to accommodate those who could not be served the first day 
and others who did not attend the first day of the event. 


Each of the large windows around the three sides of the 
store had been trimmed with Christmas gift merchandise, 
amid festive Christmas backgrounds and with window cards 
and prices. On each window appeared two 4 by 6 foot pos- 
ters, pasted on the outside of the glass and reading thus: 
THIS IS ECONOMY DAY—IN ALL CHICAGO NO SALE 
LIKE IT! 


When one considers that advertising in these Chicago 
papers costs about $1,000 per page or more, and that twenty- 
five pages were run in two afternoon papers on the same 
day, with additional space in the morning papers of the 
next day, one can begin to appreciate the enormity of this 
event and the business courage necessarily back of it par- 
ticularly during these times. This phase of the event drew 
considerable news comment from all the newspapers and a 
corresponding degree of favorable comment from lay people 
as well as from business leaders in all lines. 


Of particular interest at this time are the windows of the 
Commonwealth Edison Co., with frontage on Dearborn, 
Adams and Clark Streets, and which windows are and have 
been for some years under the supervision of Display Man- 
ager Robert Johnson. Undoubtedly this correspondent has 
been neglectful in not having given due space and attention 
to the interesting displays that appear in these windows with 
seasonal regularity. Timeliness, appropriateness and ingen- 
ious presentation and promotional ideas are characteristic of 
Mr. Johnson’s work in the Edison Company’s window displays, 
week after week and season after season right through the 
year. Utilities are not always the easiest sort of things to 
display, for some have to be presented on a basis of service 
instead of beauty. Quite often, considerable “building up” 
is required before a given article can be pleasingly, attrac- 
tively and intelligently presented. Salesmanship is a par- 


(Continued on page 56) 
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for MODERN EFFECTS an AIR BRUSH 


Write for: 
c=) FREE 
Bulletins 


Showing New Improvements and 
Best Model for Your Work. 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. CALIFORNIA AVE. CHICAGO, ILL. 
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Nat-Mat Showcard Board 


Frequent additions of new seasonal colors. 
A big range to select from; samples are 
free. 
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“Window-Wise” Merchants 


Radio Dealers Have Learned the Value of Good Windows and Theyre 
Rapidly Mastering the Gentle Art of Attention Getting 


sy HERBERT E. MORGAN 
Manager, Display Division, Aiwaier Kent Mfg. Co., Philadelphia 


INDOW DISPLAY, its value and effect 
on sales, demands the consideration of 
today’s retail radio merchants, because win- 
dow display possesses sales qualities not 

shared by any other advertising medium. It is the only 
form of advertising at the point of sale—there is no 
élement of memory or distance to overcome. Were it 
not for the proven value of window display space 
retailers would not locate their stores in street floor 
locations where rentals are considerably higher. High 
rent, heavy foot traffic and preferred window space go 
hand in hand. 

Window display should be one of the most impor- 
tant considerations of the merchant. He must realize 
that it cannot be neglected or wasted; he must give it 
the same attention and devote the same amount of ideas 
and energy to it as he does to the other essential factors 
of his business. 

A recent survey conducted by the display profession 
unearthed some interesting and convincing facts. 
Seventy-three retail merchants, each doing a gross 
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to the attractiveness of this Atwater Kent window. 


Upper left: B. W. Smith booth at the Cincinnati Radio Show decorated by G. C. Rahle. Upper right: One of 
the holiday displays designed in the Atwater Kent studios. Lower left: A life-size cutout figure of a child adds 
Lower right: A display featuring the diversity of enter- 
tuinment made possible by the radio. 


business of $100,000 yearly, were interviewed, and the 
compiled statistics showed that the average cost of 
window display per one thousand circulation amounted 
to $1.11. For the same circulation, billboards cost 
$0.93; farm magazines, $3.16; newspapers, $3.38; 
women’s magazines, $4.54; weekly magazines, $4.89; 
monthly magazines, $4.93, and class magazines, $17.32. 

It would certainly be unwise and foolhardy to deny 
the value of these other forms of advertising; they are 
unquestionably sound and valuable. It would be folly 
to discontinue their use in favor of window display. 
At the same time, the results of the survey clearly indi- 
cate the comparative dollar-for-dollar value of window 
display and the necessity for close attention to its proper 
merchandising. Show windows have a vital effect on 
the entire store. The windows are the eyes, the entire 
exterior physiognomy of the store, and the character 
of the store is reflected in the manner in which the 
windows are treated. 

Window displays can be broadly divided into two 

(Continued on page 62) 
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“Motor Watchman” display shown by 
Westinghouse Electric Co. 


ACTION and SOUND 


Effectively Combined in Unique “Motor Watchman” 
Display 

N the booth of the Westinghouse Electric and Manu- 

facturing Company at the Southern Textile Exposi- 

tion in Greenville, S. C., recently, was a novel display 

which graphically illustrated the principle upon which 

its new “Motor Watchman” motor starting switch 
works. 

Working on the principle of the device often seen 
at country fairs, which is hit with lustily driven mallet 
blows to ring a bell on top of a high column, the dis- 
play attracted attention. 

The display board pictured a man dressed as the 
“Motor Watchman” with his hand on the resetting 
switch of the motor starter, which was attached to a 
pictured motor. To the right of the motor was the bell- 
ringing device. The bell was placed at the top of the 
board, and vertically below it was a glass tube, and 
below that a heater unit and Spencer thermostat disc 
from the motor starter. Resting on the disc was a small 
colored ball. Current passing through the heater unit 
caused the disc to snap and shot the ball to the top of 
the tube and rang the bell, thus showing the speed and 
force with which the thermosat works when a motor is 
overheated. 

After every ringing of the bell the “Watchman” 
moved the switch to reset the motor starter, so that the 
bell ringing was a continuous operation. In order to 
keep the bell ringing at short intervals, a small fan was 
placed behind the board, where it would cool the disc 
more rapdly and cause it to snap back into position more 
quickly than if it had depended upon the natural cool- 
ing process. 

This unusual method of illustrating the working of 
the WK-16 Motor Watchman was shown at Greenville 
by W. G. Balph, manager of the safety switch ‘section 
of the Westinghouse Company of Mansfield, Ohio.’ ° 
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We Are Manufacturers! 


and are the supply source of several chain organiza- 
tions. We specialize in GARMENT RACKS,. both 
new and used, as we do a large trading business along 


The present moment is the time to fill your needs for 
the holidays and sales period after them.. We want 
your business, your acquaintance and your name on our 
mailing list. Drop us a line now about that wanted item. 
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Chicago Displays 


(Continued from page 53) 


ticular and necessary attribute of the display manager for a 
utilities concern, where and when the windows are kept 
consistently interesting and resultful. 


The general treatment of the Commonwealth Edison Co.’s 
windows at this writing consists of a red velvet curtain pancl 
in the center of the background flanked with three wing 
screens of graduated heights and oval tops covered with a 
silver tone salubra of modern design. The center panel of 
each screen carries a sand-blown glass shade of three discs 
behind which there is an electric bulb, thus achieving a 
modernistic decorative lighting effect that is altogether 
pleasing. 


In several of the windows, large cut-outs of a life-size 
Santa Claus are suggestively and effectively used in connec- 
tion with Christmas displays of certain items such as electric 
refrigerators. One prominent window features three of the 
new type electric refrigerators of different makes, each loaded 
withy artificial food, with red ribbons from the hand of the 
smiling Santa to each of the modern automatic ice boxes. 
The window card carries the proper suggestive copy by call- 
ing attention to the desirable features of the modern re- 
frigerator as well as its appropriateness as a practical gift 
for the home, and the easy manner in which it can be pur- 
chased and paid for. 


Another window on the Dearborn Street side carries a 
great assortment of electrical running toys for boys and this 
is made more effective by the use of cut-out figures of wild 
animals placed here and there amid the trains, autos, 
trucks, etc. : 


Two large windows are devoted to the exclusive display 
of electric clocks for the home in all sizes from the smallest 
desk size to grandfather hall types. Lamps are used in a 
decorative or incidental manner in practically all of the win- 
dows regardless of what other merchandise may be featured. 
Then there are two windows of lamps shown as lamps and 
in all sizes for different places and purposes about the home. 
Dish washers of the automatic electric types are featured 
prominently in one large window with this suggestive copy 
on the window card: SHE WILL THANK YOU 1,000 
TIMES EACH YEAR FOR YOUR THOUGHTFULNESS 
IN GIVING HER AN ELECTRIC DISH WASHER. 


Electric mix-masters, coffee urns, percolator sets, toasters, 
electric flat irons and innumerable other items are displayed 
either in special unit groups or en masse with informative 
reader cards and prices which complete the sales appeal in 
each and every window. As this is being written, workmen 
are hoisting an unusually large natural pine tree, decorated 
with colored electric lights, above the sidewalk at the corner 
of Clark and Adams Streets. Similar exterior decorations 
will appear at other vantage points about the exterior of 
the building and particularly at the three entrances. 


The Boston Store has an attractive display of toys in the 
corner window at State and Washington. The background 
is made to represent a stack of huge building and letter 
blocks with letters of transparent paint. At alternate inter- 
vals a flashlight illuminates a compartment behind each block 
and displays of various kinds of small toys and things can 
be seen through the transparent outer covering. Other win- 
dows are made attractive by the use of a large center panel 
with smaller panels placed in each rear corner of the windows, 
covered with bright red cotton flannel. A green holly wreath 
is fastened to the front of each of the end panels. 


I. Miller’s Shoe Emporium on State Street advertised that 
it would give the entire profits of the State Street store for 
the first week of December to the “Good Fellow Fund” whch 
is a charity organized by the Chicago Tribune some years 
ago, and which guarantees to distribute the total proceeds 
contributed for food to needy families and toys-to children of 
such families who would not otherwise know the happiness 
of receiving a toy at Christmas time. Miller’s have a special 
display in their center window advertising the event. A well- 
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filled basket of food-and fruit appears in the center on the 
floor. Posters show pictures of destitute and hungry children 
taken during previous visits of the Good Fellows. Another 
card states that EVERY PURCHASE YOU MAKE AT 
I. MILLER’S THIS WEEK IS A CONTRIBUTION TO 
THIS WORTHY CAUSE, or words to that effect. And 
Miller’s were busy, too! 

The windows at ‘the Hub were among the most attractive 
along the street. Wreaths of silver holly and bright red 
berries, each ‘wreath about thirty inches in diameter were 
placed two ‘in a window against the walnut panel walls. A 
floor covering of silver composition cloth, five feet wide, com- 
pleted an appropriate and harmonious setting for the display 
of clothing, furnishings, shoes, hats, sportswear and sports 
goods, suggested as practical gift items or as regular items 
for immediate personal use. The windows looked very in- 
viting, seeming to reflect the desired optimism and Christmas 
atmosphere and appeal needed, especially at this time. The 
merchandise had been well selected and tastily arranged. 
Moderate prices were featured in all units. They looked to 
be “bread and butter” windows bound to draw business and a 
look inside the store seemed to prove this quite true. 

In the center of every other window in the Hub’s front, 
Mr. Leaker used a clever and appropriate set-piece in the 
shape of two rectangular slabs of compo board painted over 
with pale gray and white to represent pages from a catalog 
of Christmas gift suggestions. The panels were approxi- 
mately 4 by 5 feet in size and placed close together, one 
slightly higher than the other and the lower one slightly for- 
ward. Groups of small items were placed in make-up position 
on the panels with brief descriptive matter and the price 
below each group. Each panel had the appearance of an 
enlarged page in color taken from a gift catalog. Along the 
top of each panel in cut-out letters of red were these words: 
GIFTS TO PLEASE A BOY and GIFTS TO PLEASE A 
MAN. An altogether splendid idea with real selling punch 
as well as a pleasing decorative feature. 

Maurice L. Rothschild’s windows look better than they 
have for a long time, principally because of the removal of 
the curtain backgrounds and a return to the rich looking 
natural wood Gothic panel permanent backgrounds. Harry 
Davis, who has been in charge of the windows of this store 
for ever so many years and whose handling of men’s wear 
displays has been observed and studied, inmitated, copied 
and adapted by hundreds of others, is still as active and 
resourceful as ever. His Christmas displays are well worth 
seeing. 


N. D. E. A. Adopts Slogan 


General Use by Members Should Prove Helpful for Display 
Industry. 





The National Display Equipment Association, composed 
of manufacturers of display equipment and decorations, has 
adopted the slogan, “Sell By Display.” The special design 
is reproduced herewith. It has been agreed to use this slogan 


}) SELL BY DISPLAY 


MEMBER OF NATIONAL DISPLAY EQUIPMENT ASSN. 





in various sizes on the stationery, catalogs, direct-mail! litera- 
ture and advertisements of the various members, and this 
should result in the widespread appearance of the slogan. 
It is reasonable to expect the general use of the slogan to 
accomplish favorable results for the display medium. This 
is one of the constructive moves being made by the associa- 
tion in carrying out a promotional program for wider appre- 
ciation of window display advertising. 





10,000 DISPLAYS FOR LEIPZIG FAIR 


The Spring Fair to be held at Leipzig, Germany, March 1 
to 7, 1931, will comprise 10,000 exhibits from twenty-two coun- 
tries. The United States will have 100 displays at this great 
exposition, according to the Leipzig Trade Fair, Inc., 11 West 
Forty-second Street, New York City. 
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DISPLAY FREEDOM 
FOR SUCCESS 


Demal of Small Expenditures for Needed 
Display Equipment Retards Proper 
Store Promotion 


By EDWIN E. GOODMAN 
Goodian Sleeve Form Co., New York City 


& apien of the executives of a prominent and good standing 

chain store proposition told me today that they had 
decided to close two of their retail stores belong’ng to their 
chain, one located up-state and the other one in Pennsylvania, 
for the reason that neither of the stores showed any profits, 
not even enough money for the overhead expenses to run the 
stores. 

This is one of the many cases where investments could 
have been saved by allowing the various store managers 
additional money to promote such business as necessary in 
accordance with the community where the store is located. 
Such step would have been wise, but the arbitrary orders of 
the executive office doomed the existence of both stores. 

I have further told the gentlemen that in my estimation 
the failure of the stores was simply a failure of the company 
and surely not a failure of the individual manager. Is it not 
clear, if a balance sheet of six months does not show even 
self-supporting figures, somebody of the chain store organ- 
iation should look into it and as stated, if the manager of 
the store is not good, why not make the change before it is 
too late? 

It is wiser to spend more money for adequately running 
a store than stopping the expenses with a tremendous capital 
loss, by closing the store entirely. The downfall of most of 
the clothing chain store propositions in the various towns 
throughout the country is due to improper management. Poor 
display is one of the outstanding weaknesses of chain stores. 

I told this gentleman during my conversation it would be 
only fair to allow each individual manager of the stores to 
buy whatever article he thinks is necessary for the improve- 
ment of his business. At a recent fixture exposition display- 
men placed large orders for the 100 per cent merit flexible 
sleeve forms, but practically none of the chain store display- 
men did so, because they lacked the authority for even such 
a small and worth while expenditure. 

With our improved and patented flexible sleeve forms 
many advantages result, such as great saving of time, which 
enables the displayman to devote more time to layout of the 
windows and saving a tremendous waste of materials. This 
is demonstrated by the fact that with our sleeve forms, a 
perfect garment display without wrinkles can be made in five 
minutes, whereas the ordinary method of using tissue paper 
or wadding takes fifteen minutes per garment and then the 
proper shape is seldom procured. 





NOVEL DISPLAY IDEAS 

An aggressive campaign to interest display workers in a 
new form of crepe paper trimmings for display windows is 
being conducted by the Paper Novelty Corp., Philadelphia. 
Familiar crepe paper is now appearing in an astounding 
variety of pleatings, a veritable riot of new color combina- 
tions. The company claims that the products give a new 
touch to old ideas, and provide the jaded displayman with 
a fresh “grab bag” of effects. 

The window display division is personelled with expe- 
rienced and well-known men from the working display field, 
who stand ready to assist with ideas and suggestions as to 
how to use the new line. The department is in charge of 
Larry Reinfried. John Stemmler, formerly with N. W. Ayer 
& Son, is calling on the New York trade; Edward J. Lawler, 
well known in window display merchandising, contacts the 
trade from the Philadelphia office. 
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Window Display and Sales Promotion Are 


Partners in Business 


And it is Necessary that They Always Work in Harmony 


By RUDOLPH A. CIBULKA 
_ Sales Manager, The Bon Marché, Seattle, Wash. 


(From an Address at the P. C. A. D.-M. Convention) 


O better medium for the selling of merchandise 

» can be placed before the people than the 

window of the department store. Merchants 

and displaymen have realized this, and as a 

result the development of window decoration in the last 

few years has been little short of phenomenal. Just 

a few years ago windows were given comparatively 

little attention, but today they are pictures of the store. 

No person can pass a modern department store without 

looking at the attractive windows at least-a half-dozen 
times as he passes. 

The store that neglects its windows is on its way to 
failure. There are a great many store owners who are 
still sitting in the background, unmindful of the im- 
portance of the windows in selling merchandise, but 
the number is becoming smaller each year. The ma- 
jority of stores everywhere have kept pace with the 
times. ial 

Development of the window can be carried fur- 
ther by systematic study and planning. When you 
displaymen are in need of equipment for your win- 
dows, I think that you should prepare a definite item- 
ized statement of just what the cost will be. You 
should go to your boss and tell him: “Here is a pro- 
motion that the promotion manager wants to put over. 
The cost will be so and so.” Then the store manager 
will sit up and listen to you. 

If you go in there and say, “I want just so many 
sprays but have no definite program,” he.is not going 
to listen to you, but if you sit back in your little room 
all by yourself and figure out exactly where you are 
going to spend this money and what you are going to 
spend it for, then you will have the attention of the 
boss and you will get somewhere. The difficulty in 
the few years past was that we were often called into 
the sanctum of the boss and this is what he would 
probably say. “I don’t want to criticize you too se- 
verely, but why don’t our windows look as good as 
the other person’s windows?” Then—‘Well, Mr. 
Brown, we are not spending as much as others.” But 
if you will go to him with a definite budget of what 
you are going to spend for a special event, then he is 
going to sit back in his chair and say, “Well, that boy 
has something that I want,’ and he is going to give 
you the money to put it over. In that way you will 
better your position in the promotion end of the store. 

Now, your stock in trade.is ideas and you must go 


to your boss with ideas before you sell him the mate- 
rial. You must sell him the ideas, and you must carry 
the ideas from one year to another. Don’t be afraid 
to use another man’s ideas. It is done all the time. 
Gimbel uses Macy’s ideas and Macy uses Gimbel’s 
ideas. You can dress up another man’s idea in a new 
garment and get good results and it will attract people. 
Of course, if you have an entirely new idea and an 
entirely new dress, so much the better, but the idea is 
to have ideas constantly before you so that you can 
have your ideas filed. That will help you put over the 
proposition. 

We have many styles of windows, prestige win- 
dows, sales windows, and a great many others, but 
you must always have the “tomorrow” of your store 
in mind. The “tomorrow” of your store is just as 
important as the “today” because without the thought 
of tomorrow your store is not a success. Naturally 
without this thought your position as displayman in 
the store is not so safe, but with the idea in mind that 
this store is going to progress, you will go into this 
field and produce better and greater results. The first 
thought of your windows is the appearance. First of 
all they must sell the merchandise. A store is in 
business for that purpose and if it does not sell mer- 
chandise it dies a natural death. Your prestige win- 
dows and your opening windows are necessary to put 
over ideas in the store; they must be up and coming 
and develop new thoughts in the community. But 
going back to the sales windows. Those windows 
naturally require just as much thought, just as much 
attention, just as much artistry as your prestige win- 
dows. A great many window men when it comes to 
putting in a sales window neglect to put over the 
artistic touch. Men and women connected with win- 
dow dressing have seen the necessity of ironing out 
all the little housekeeping problems. The house keep- 
ing in your window must be clean cut. Everything 
must be clean just like a good housekeeper’s home. A 
dead fly or a pin on the floor mars the beauty of your 
window—it spoils the entire effect. 

Now, you have your window personnel. Some of 
you may have two, five, six, or a dozen men in your 
personnel. I find that personnel in the window display 
department must be elastic enough to come forward in 
emergencies. When the emergency.comes your. pro- 

(Continued on page 63) 
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Two Circus Tickets 
(Continued from page 30) 


culation of 150,000, a page-a-day ad cost of about 
$700. Of course, if you could see 150,000 ads pasted 
up all around here you would see what you get for 
your money. But unfortunately the man who pays 
simply sees the proofs of an ad, and it is awfully hard 
for him to multiply in his mind these figures. Then, 
we must remember that distribution putting the thing 
in the place where it ought to be—costs a lot of money. 


Just let me tell you one word about national adver- 
tising to give you a comparative value. You say to 
a man that advertising in the Saturday Evening Post 
costs about $7,500 a page, and the man who is not 
accustomed to hearing advertising figures falls over 
dead. A good way to find out what advertising really 
is worth is to take a page out of the Saturday Evening 
Post and take it to a printer and ask him about how 
much it would cost to produce 3,500,000 copies of this 
page. It is many times greater than $7,500. But in 
thinking of advertising think not only of the cost of 
creation but also cost of distribution as well. 

On a good. business corner in Seattle we have a 
“window circulation” of about 3,000 an hour. We will 
just take eight working hours, and we see that we 
have a circulation of 24,000 a day, or about 160,000 
people a week, passing one particular window. That 
is a tremendous circulation, and the rent of that store- 
front is high. It was some time before merchants 
realized that they were paying for a store front, not 
for a roof, but when did the displayman come into 
existence? A merchant can stop his newspaper ad- 
vertising, but he cannot board up his windows and 
remain in business. He cannot say, “I don’t think 
I’ll pay my rent this month.” He has bought some- 
thing and he must make the most of it. You can see 
the reason they pay for brains to make a window 
display that will stop people and make them buy mer- 
chandise. 


I don’t know a thing about window display. I am 
your audience and a darn good one. I couldn’t buy a 
pair of shoes, a necktie, or a hat if the displaymen 
went out of business. That is the only way I buy 
them. Millions of people are buying merchandise out 
of windows. Don’t put one hat in the window for 
me; put in two hats so that I can see how I would 
look in one or the other. 


I like the idea of a price card. It means that you 
are not ashamed of the price of your merchandise. 
Of course, if you are trying to secure a particularly 
artistic effect it is alright. But what is the sense of 
putting in a lot of modern coats and suits and just 
letting the public guess the price of, them? You are 
wasting money. And so I say that outside of artistic 
display where you are trying to get a special effect, 
you are just putting in a sensational window and losing 
money every time, when you leave out price cards. 

Another thing I want to tell-you is that you help 
me along and keep me alive through the year with 
your seasonable windows.. Do you*suppose I would 
have known it was school week if I hadn’t seen your 
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windows with a lot of school books and a lot of school 
clothes. You furnish me with a good calendar of the 
year. I like windows that tell me what is happening. 
Last year I spent several weeks in the east and I 
didn’t fail to notice the windows. I want to tell you 
that on the Pacific Coast you have the best looking 
and the best selling and finest looking windows in the 
country, and that is not favorite “boloney,” either.— 
From an address at the P. C. A. D. M. convention. 





Windows Play Important Part 
In General Electric Program 


By F. J. HART 


HRISTMAS shopping season with its hurried 
throngs bent on last minute purchases is the most 
difficult time of the year to make any one article 
or commodity stand out from all the rest. And yet 

it is the most important time of all, because it is then that 
display competition. is the keenest. During this busy season 
it takes an absolutely outstanding array of campaign ma- 
terial to single out a product as General Electric’s Christmas 
campaign will single out General Electric Radio. 

Here is a campaign which makes no startling or un‘ested 
innovations but uses the familiar set-up of campaign material 
so effectively that the words, GENERAL ELECTRIC FULL 
RANGE RADIO, the appearance of the set, and the already 
familiar G-E monogram are indelibly registered on the con- 
sciousness of even the most casual prospect. This is accom- 
plished through a compelling advertising approach, a care- 
fully knit system of tie-ins, and a striking, though conserva- 
tive, use of color. 

Throughout the entire range of this campaign material, 
General Electric radio is featured, of course, as a highly 
appropriate Christmas gift. The primary appeal—stressed in 
all the Christmas material—is its utility as a year-round gift. 
Special approach is made through the love of parents for their 
children. Billboard poster, window displays and consumer 
folder all show a small boy and girl, still attired in their 
night clothes, eagerly inspecting a General Electric radio set 
which stands in front of the Christmas tree. The copy head- 
line on the folder and in the displays expresses the scene in 
words, THE.FIRST THING CHRISTMAS MORNING. 

Inside the store the gift possibilities of General Electric 
radio are stressed -by a Christmas strip which is’ wrapped 
around the set itself. Distinctively decorated with a design 
which shows. stars and lighted candles (getting away from 
the ordinary holly-and-mistletoe) this strip suggests to the 
prospective customer, AT CHRISTMAS ... FULL RANGE 
RADIO. The strip is of such a nature that it may also be 
used to advantage if pasted along the front glass of the dis- 
play window. 

A counter card, dark green in color, carries the suggestion 
of General Electric radio as A YEAR-ROUND GIFT. The 
identifying G-E monogram stands out strikingly and pleas- 
ingly from the green background of the card, and cannot help 
catching the eye of anyone passing through the store. A rack 
at the base of the card, labeled invitingly EVERYBODY 
WANTS ONE, holds the Christmas folders. 

These folders, which carry on their front page the Christ- 
mas gift motif, contain on the inside illustrations of General 
Electric radio sets, together with a brief description of the 
advantages of full range radio and the service offered under 
General Electric’s Ceritfied Inspection Plan. This same mes- 
sage is repeated in the copy headline of the mailing card, 
which shows illustrations of the sets against an attractive 
colored background. This card, of course, bears the dealer’s 
imprint. Candles and white-robed choir boys appear at the 
edge of the card in an out-of-the-ordinary design which is 
never:heless decidedly suggestive of Christmas cheer. . 
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ANNUAL DISPLAY REVIEW 
WATCH FOR IT! 


Once again DISPLAY WORLD demon- 
strates its leadership in planning for its readers 
the most complete review of window display 
advertising ever to be published. A wealth of 
material for this Eighth Annual Display Review 
number, which will be out January 15, has been 
assembled from all parts of the world. Con- 
tributions from leaders in every branch of the 
field continue to pour into the office of the pub- 
lishers. The retail merchant, the national adver- 
tiser, the display manager and displayman, 
display services, advertising agencies equipment 
manufacturers, all will be represented in this 
great yearbook. Order your extra copies now. 











SQUASH THE RUMORS 


A wise man is never influenced in the least by 
Dame Rumor, but a foolish man is easily led astray 
by her. A period such as the present is the kind in 
which Rumor flourishes best. Idle gossip, jest mis- 
taken for earnestness, and malicious lies combine to 
assist in her efforts at destruction. During the past 
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few months there have been countless rumors to the 
effect that the leading manufacturers of display equip- 
ment are bankrupt, that the display industry is on 
the verge of a collapse. This is, of course, a weird 
deviation from the truth. The display industry, like 
practically every: other industry, has just passed 
through a year that in comparison with the years of 
post-war prosperity was not all that it might have 
been. Buyers, frightened by the first signs of depres- 
sion, became stringently economical. Fear gave rise 
to all sorts of wild rumors and business suffered. But 
as time passed and the calamities predicted failed to 
materialize fear began to give way to reason and to 
courage. A few of the nation’s largest and most suc- 
cessful department stores increased their expenditures 
with highly satisfactory results, and now the other 
stores are following their example. Rumors have 
been spiked, but some of them insist upon rising again. 
This, despite the assurance from the best minds in 
America that 1931 will be a good business year. It is 
to the displayman’s own advantage to avoid the dis- 
semination of wild stories concocted by unhealthy 
imaginations. He will be acting in the welfare of 
both the profession and industry if he squashes every 
rumor that comes his way. 





CHECKING UP ON DISPLAY SALES POWER 

Believing, as every intelligent displayman must 
believe, that the primary purpose of the window is the 
sale of merchandise, the Namm Store in Brooklyn 
has determined to find out just how much each win- 
dow does to fulfilling that purpose. <A record of 
goods put in the window is kept with scrupulous care. 
There is a daily check-up on each display and a 
member of the display staff is assigned to keep in 
close touch with the buyers to learn the “pull” of 
each window. Displays that do not sell are taken 
out. 

There are, of course, several difficulties encoun- 
tered in the check-ups. For example, if the window 
display appears simultaneously with a newspaper ad- 
vertisement it is not so easy to assign the proper 
credit unless mention is made by a customer. One 
clue to detecting results from a window is found in 
the policy of confining the goods shown in a window 
to those of a single price. A sudden impetus imparted 
to the sales of suits priced at the same figure, for in- 
stance, shortly after such clothes have appeared in a 
display is something to be considered in making a 
check-up. Another method of securing definite in- 
formation is to be found in placing a display of slow 
moving merchandise. In such a case sudden jumps in 
sales can always be attributed to the display. If more 
stores followed the example of Namm’s in making a 
close study of the effectiveness of their windows better 
displays would be sure to result. 

While the Namm Store insists that each of its 
displays pay, it is interesting to note that this store 
has always used good will and institutional windows. 
Officials of the store declare that the sale of the firm 
as an institution and the exchange of good will by 
the way of the windows has proved highly profitable 
to all concerned. 
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INTERIOR DISAPPOINTMENTS 

While the majority of stores have recognized the 
importance of interior decorations and interior dis- 
plays in keeping with the attractions offered by their 
windows one can still find in nearly any city backward 
establishments with interiors suggestive of the Vic- 
torian period. Ifa store has exceptionally high-class 
window displays the public naturally expects an in- 
terior just as attractive. But the invitation of the 
window in many cases results in a disappointment to 
the prospective purchaser. He enters the store to find 
a drab, poorly lighted, disorderly room. He is in an 
atmosphere not at all conducive to purchases. Interior 
display is an important factor in every store’s pro- 
gress, and it should be given proper attention. The 
customer anticipates a good interior and he should not 
be disappointed. 





Lighting 

(Continued from page 44) 
of attractive displays, these cases are lighted by reflector 
trough equipment finished to harmonize with the cases 
and installed on the outside of the case so as not to 
interfere with the refrigeration. The accompanying 
photograph shows the interior of a market where the 
refrigerated display counter is equipped with modern 
lighting equipment. It will be noted how well the light- 
ing equipment harmonizes with the display counter, 
adding to rather than detracting from its appearance. 
The interior lighting fixtures in this market used to be 
equipped with 500-watt lamps in an endeavor to pro- 
duce sufficient general illumination to light up the meat 
display so that it could be easily seen, and now, with 
the new display counter lighting equipment, the 500- 
watt lamps have been replaced with 300-watt lamps, 
and the display is lighted far better than it ever was 
before. It will be noted from the photograph how well 
lighted the display is, and one can readily imagine how 
a display of this nature will positively lead to increased 
sales. 

The display idea is not a new one, but it is only 
recently that it has been adopted by meat merchan- 
disers. Because it has been so generally accepted by 
most every other field, it is certain to become funda- 
mental in successful meat merchandising, and the idea 
is so simple to incorporate, being founded simply on 
adequate and proper lighting. 





Gateway Jubilee 
(Continued from page 38) 


in the Union’s elaborate fashion show. An orchestra pro- 
vided music for the affair, which was held on the fifth floor. 
A millinery review was held on the fourth floor and, also, a 
negligee and pajama style show. An orchestra entertained 
visitors. On the third floor, children’s fashions were shown 
and children of a local dancing academy put on a show. The 
store was decorated for the event and a singing trio was an- 
other feature of the entertainment provided. 

Dunn-Taft’s tea room, on the seventh floor, was turned into 
a veritable fashion salon, Monday night, as mannequins 
paraded in the newest autumn clothes. -Three orchestras and 
wandering troubadours entertained the crowd with music. On 
the fifth floor, the Dream House and 11 model rooms were 
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shown visitors,-while on the third floor there was a lingerie 
and corset style show, with Miss Edith Spencer, stylist, of 
New York, in charge. Eighteen models paraded the first 
floor of the Bradford-Husch Co., Monday night, displaying 
sport togs, evening and afternoon costume, furs, millinery 
and shoes. An orchestra played and the store was decorated. 

Walker’s was crowded throughout the evening with men 
and women interested in seeing the latest in suits, hats, top- 
coats and overcoats for men. Apparel for every occasion— 
sports, business and formal—was shown, the store’s salesmen 
serving as models. The latest colors, as shown by Walker’s, 
are brown, dusk blue, Malay tan and pewter gray. An or- 
chestra provided music throughout the evening. 

The Boston store opened its new college shop Monday 
night, with a showing of college styles. A fashion show 
took place on each floor of this store with an orchestra to 
provide additional entertainment. Refreshments were served 
visitors and living models descended a short flight of steps 
from the second floor to the marquee over the entrance and 
paraded for the benefit of those on High Street. 

At Armbruster’s, three orchestras entertained the crowd 
and a fashion show of ready-to-wear attire attracted atten- 
tion. 

Miss Mildred Sayre, formerly of Loew’s circuit and the 
Paramount Grill in New York, was an entertainer on the 
first floor, while on the second floor, where lingerie was 
modeled, Miss Jackie Schwartz was “master of ceremonies.” 
Pupils of Miss Marie Sands and Eddie Powell modeled chil- 
dren’s togs and gave specialty dances and songs. 





“Manhattan News Brevities” 


By WM. “BILLIE” G. BILL 
Display Manager, Hecht Bros., New York City 


“Buddy” Battle, display manager for W. B. Moses Co., 
Washington, D. C., and the new Mrs. Battle have decided 
to battle it out in a home of their own which “Buddy” recently 
purchased. “Lots o’ luck, Buddy.” 

— aM 

Lothar Dittmar, of Hahne & Co., Newark, N. J., and 
formerly display manager at Ernst Kern’s, Detroit, is going 
over with a bang on his new job. I recently had the pleasure 
of spending two hours with him and going over the entire 
store. Look for big things from “Ditt” this coming year. 

* * * 

“Tra” Chambers, display manager for Frank R. Jelleff's, 
Inc., on a flying trip to New York, stopped in long enough 
to say, “Business has been immense since we opened our 
new addition.” 

* * x 

“Ollie” D. Grimes, display manager of the Palais Royal, 
Washington, D. C., recently gave a dinner party to Dave 
Hamberger, Nat Siegel, Mr. and Mrs. B. Battle and “Billie” 
G. Bill in the “rathskeller” of his home. “Mabel” and “Ollie” 
sure did themselves proud. 

* * * 

The Metropolitan Display Men’s Club has booked the 
finest night club review on Broadway for the annual dance 
in March. It will even surpass the review and banquet held 
in conjunction with the Eastern Division Displaymen’s Con- 
vention last June. 

* * * 

David A. Morey, president of the Boston Display Men's 
Club, has promised to attend a meeting of the Metropolitan 
Club in the near future and get the ball rolling for the big 
I. A. D. M. convention in June. 

x ok x 

Mr. Frank Campbell put over a “fast one” last month 
and surprised us all with his announcement of his marriage 
to the stylist of his store, The Franklin Shop, Hempsteadt, 
L. l. Frank knew enough to get trouble out of the way. 
(Or did he?) “Lot’s of luck, anyway!” 

x ok Ox 

Mr. Stang, display manager for Julius Gutman & Son, 
Baltimore, was in New York a few days ago giving the 
Christmas displays the once over. 
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“W/indow-Wise” Merchants 


(Continued from page 54) 


main classifications—the straight merchandising display 
and the prestige type of display. Both of these types 
are sound and should be used in an alternating manner. 
A progressive retail merchant who is building his busi- 
ness for the future should have at least ten to fifteen 
prestige type displays installed during the year, as this 
type of display firmly establishes the store in the public’s 
mind in a favorable and lasting manner. Under the 
prestige type of display may be included displays that 
promote nationally celebrated events—the observance 
of a great patriot’s birthday or any community enter- 
prise carrying civic appeal. 

The straight merchandising type of window should 
be used often, probably more frequently than any other 
single type. Outstanding features which characterize 
this type of display are windows which promote one 
merchandising idea or “stunt”? at a time, with concen- 
tration on a single product, pricing of a product and 
special terms, the exclusive featuring of a new model 
or a standard commodity, and any given number of 
similar promotions. 

In the prestige type of window display the main 
theme might well be Armistice Day, or some other holi- 
day, without any actual merchandise shown. Under 
the prestige display classification comes also what is 
sometimes known as the conventional type of merchan- 
dising display. This type should strive to present 
richly displayed goods in a well-chosen color setting, 
with quality as the only sales appeal. It is best exem- 
plified by an atmosphere of luxury to promote the idea 
of quality. 

Also under the general heading of merchandising 
windows is sometimes included the exaggerated type 
of merchandising display window—the sale window, 
generally exemplified by crowded display, large signs, 
and price as the chief appeal. This type of window is 
sometimes definitely worth while, but should not be used 
too often if public confidence is not to be destroyed. 
The strictly merchandising type of window has prob- 
ably greater possibilities in it to promote sales ideas 
than any other type. Any number-of ideas to create 
desire for ownership are able to be projected through 
this type of display ; unique purchase plans may be pre- 
sented; interesting tie-ups with current events and 
foreign countries may be applied. Novelty windows 
also come under this general classification. 

The major reason for the exaggerated type of mer- 
chandising window or the sale window is usually to 
clear stocks of poor selling lines, to dispose of trade-ins, 
repossessed goods and floor samples. However, win- 
dows should never be used as unabridged catalogues 
of the merchandise within the store. Neither is the 
window a catch-all place in which to show merchandise 


that is moving slowly in the vain hope that the mere | 


showing of it will speed up sales. The retail merchant 
who uses his valuable window space for “lame ducks” 
overlooks the first principle of window display—that 
of attracting favorable attention and of encouraging 
the prospect to come into the store. Crowded windows 


December, 1930 


should only be used in connection with a specific sale, 
and then not too frequently. 

The most attention-compelling treatment any mer- 
chant can give his window is to put action into it. A 
human being in a window always attracts attention. 
A demonstration of one sort or another is invariably a 
good way of achieving action. Observe a window dis- 
play with a demonstration going on and you will notice 
a crowd gather quickly. However, retailers cannot 
often avail themselves of this type of display. Next in 
order of effectiveness in gaining attention is anything 
that moves—a mechanical display. Those who are in- 
clined to be inventive can often make use of an ordinary 
store electric fan or small motor to produce motion in 
their window. Then, of course, there is the appeal of 
color in all its varied and, if properly used, strikingly 
effective combinations. 

Color in window display is the safest and most 
commonly used method of attracting attention. How- 
ever, in the hands of one who does not understand its 
fundamentals may prove to be a boomerang. There are 
many color charts available, which constitute an excel- 
lent guidance to correct color combinations, issued by 
makers of wall paper, cloth materials, etc. A_ brief 
study of color charts will reveal that blue is cool, red is 
warm, purple suggests luxury and splendor, etc. Color, 
beyond a doubt, will often arrest the attention of the 
passerby when other media fail. 


An unlighted window is a decided detriment to the 
retail store. It has been demonstrated countless times 
that proper lighting has the power to effect a very 
material change in the productiveness of the window. 
Roughly, there are four elements of window lighting 
to consider: First, the amount of light on the merchan- 
dise shown; second, the absence of bright light sources ; 
third, the color of the light; fourth, novel effects, such 
as spot lights on particular objects. Shadows which 
obliterate the merchandise on display and are seen when 
looking into the window can be overcome by building 
up sufficient artificial light inside. 


Untidy window trims create a very unfavorable 
impression, and should always be avoided. Neatness 
has a strong tendency to attract favorable attention. 
Modern methods of retail merchandising indicate the 
closed back window as correct. The general opinion is 
that window displays are created to attract and hold 
attention. The distraction of motion inside the store 
caused by the open back type of window defeats this 
purpose. 

The buying public today will not accept mediocre 
presentation of merchandise. The public automatically 
recognizes the aggressive and alert merchant and the 
“has-been” storekeeper. Every day there are signs 
and words and displays fighting to get and hold the eye 
of the prospect. The gentle act of attention-getting 
has become highly competitive in this modern era of 
an advertising-conscious people. The merchant who 
wants to stay in the parade from a publicity and sales 
standpoint must of necessity pay attention to the eyes 
of his store. He should spend, on an average, 1 per 
cent of his gross sales for window display advertising. 
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Partners in Business 
«Continued from page 58) 


motion man says, “Now, boys we have got to get this 
window in right now. This is a new idea and we 
must be first with it.” Your entire force must be 
elastic so that you can put your hand on the man that 
can put it in quickly. There must be no resistance. 
In order to do this you would probably divide your 
force into three or four divisions with heads for each 
division. When a certain emergency comes up under 
any of the divisions that head must be ready to put 
the display in quickly and with the idea of always 
getting it in ahead of the other stores. 


If you are going to assume the responsibility of 
the job that is assigned to you, you must go along 
in your work and have the entire organization in mind, 
your entire store. There must be no partiality. You 
can not afford to go into one department and favor it 
and not favor the other one. There is absolutely 
nothing in this manner of approach. If you approach 
the department buyers for the merchandise for your 
display and they realize that there is a favoritism in 
window assignment or in the work that you put into 
a window, then you have a hard job ever after. One 
of the first things is to sell yourself to the whole or- 
ganization if you are going to proceed harmoniously 
in the store. After all, window trimming and sales 
promotion are partners in business. Harmony is 
absolutely necessary. 





NEW FAIRY FORM PATENTED 

The Shoe Form Company, of Auburn, N. Y., manufac- 
turers of the widely known Fairy Forms for displaying men’s, 
women’s and children’s hosiery, has recently been granted its 
patent covering the weighted toe or balancing feature. This 
is covered by U. S. Patent No. 1,780,744. 

This weighted toe, which holds Fairy Forms erect, per- 
fectly balanced, in a strikingly life-like position, eliminating 
the necessity of supports of any kind, is one of their distinc- 
tive features, and has been largely responsible for their popu- 
larity among displaymen. As a result, this feature has been 
copied to a considerable extent. 

W. J. DeWitt, president of the Shoe Form Company, states 
that his company intends to take any action nxcessary to pro- 
tect its interests against infringement on this or other patented 
feaures of Fairy Hosiery Forms. 

While these forms have been on the market but slightly 
over two years, they have registered a decided hit with display- 
men generally. Made from shell-like Fairylite, they provide 
a light yet sturdy form which will last indefinitely. Their 
finish is such that it cannot crack or chip, to the damage of the 
hosiery displayed. Besides, their delicate flat flesh color finish 
adapts them especially well to the display of dull lustre hosiery 
now in vogue. These features, together with the eye-catching 
effectiveness with which they display hosiery, make them a 
most desirable display feature. 





PRIZES FOR GROCERY DISPLAYS 

The National Grocers’ Bulletin has just announced a series 
of monthly display contests to be judged from photos sub- 
mitted to a special committee. The following points will be 
taken into consideration by the judges: Selling power, attrac- 
tiveness, originality, neatness, artistry, and seasonableness. 
Grocers should send their photos to the National Grocers’ Bul- 
letin, Window Club, 2388 University Avenue, St. Paul, Minn. 
Prizes of $25, $15 and $10 will be awarded for the best 
windows. 
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DISPLAY MEN 


Have You Received Samples of 
the New 
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CREPE PAPER PLEATINGS, 
FRINGES AND VALANCES 
FOR WINDOW DISPLAYS? 


Makes your displays more attractive and 
gives more selling punch. Made in any color 
combination to tie in with the national 
advertisers. 


SEND FOR SAMPLES 





} PAPER NOVELTY CORP. 


WINDOW DISPLAY DIVISION 


720-28 S. 11th St. 
Philadelphia, Pa. 
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With That Busy Xmas Feeling 


It is maintained by keeping up 
appearances with Miracle Display 
Fabrics. 


Make a quick change for the better 


WRITE FOR SAMPLES TODAY! 
2 oe A 
Mrracte faprics Lo. 
— "'NCOCRPORATE ODO 


113 West 48th St. - - - - - NEW YORK CITY 
192 No. Clark St. . . CHICAGO, ILLS. 

E. W. Duncanson & Associates—Western Representatives 
3034 Arcade Buildin - - - SEATTLE 
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Trees... 


To Make Your Windows and Counters 
Sell More Christmas Merchandise . 


- and you can use these beautiful, 
natural trees again in July and August for 
displays portraying winter scenes. Richly 
colored, in several attractive base styles 
and in many different sizes. Equally satis- 
factory for interior and semi-permanent 
display. They help you SELL furs, toys, 
sporting goods, groceries, hardware! 


HAHN 


Send for PHOTOGRAPHS showing actual 
displays using these beautiful trees. 
193 Lafayette Street New York City 
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Modern Drug Store Display 


Druggists Report Remarkable Success With Experiments in Interior 
Displays; Dime Table Proves a Winner in Moving Small Items 


By DAN CUNNINGHAM 


T has often been said that the whole secret of 
the success of the five and ten cent store is 
to be found in the powerful appeal of dis- 
play. Never, as you have observed, is there 

an effort on the part of a ten cent store employe to 
sell you anything. The articles are there for you to 
look at and to buy. And you do buy, as does every- 
one else, thus proving that an ounce of suggestive 
display is worth a pound of high pressure salesman- 
ship. The average person entering a ten cent store 
spends not the one dime that he perhaps intended to 
spend, but thirty or forty cents, because he sees many 
useful articles attractively displayed and finds the 
appeal irresistible. 

Drug store owners, noticing the ease with which 
the average person parts with a dime, decided to ex- 
periment. They collected all of the articles that sold 
for ten cents and placed them on a table in a con- 
spicuous place. The results were amazing. Not only 
did the old customers patronize this ten cent table, but 
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many new faces were attracted to the store. Today, 
you will find ten cent tables and displays in drug 
stores all over the country. Many stores have used 
and are using their windows to promote the ten cent 
counter. 

There are many people who find it easier to spend 
a dime at frequent intervals than to spend a quarter 
or a half dollar at less frequent intervals. Then there 
are those who personally prefer buying anything in a 
small quantity. Naturally, the man who buys a ten 
cent tube of shaving cream, will be going to the store 
more often than the man who buys the regular size. 
These frequent visits entice him into making other 
purchases. 

In a recent article in “Drug Topics,” the drug trade 
journal, it was stated that the Paine Drug Co., of 
Rochester, N. Y., does an annual business on ten cent 
goods amounting to $7,500. And this, despite the fact 
there are four ten cent stores within four blocks of 
the pharmacy. 
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Prize winning display of Sterno Canned Heat by Joseph Clower, Schmitt's drug store, Woodstock, Va. 
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View of Swanson’s pharmacy, Duluth, equipped by 
Duluth Show Case Co. 


In arranging his displays of ten cent articles the 
druggist should remember the “Drug Topics” survey 
indicates that the display must contain articles that 
are most wanted by a customer. Small sizes of na- 
tionally advertised products such as tooth paste, anti- 
septics, cold creams, face lotions, perfume, laxatives, 
etc., invariably attract. It is a mistake to put slow- 
selling items on the table. 

Many dime department customers will linger in the 
store to buy more expensive articles. Many who 
purchase trial sizes of different products will later 
return to buy a large size package. That is, they will 
return if they are satisfied. And for this reason, the 
druggist must be sure that each of his ten cent articles 
is really worth ten cents. Most of the trial packages 
of national advertisers are worth the money. 

The dime department, the survey also shows, 
should carry a large assortment of merchandise. If 
it carries only a few items, your customers after a 
time will get to know all about them and will fail to 
go out of their way to look them over. Variety will 
enable you to make not only one sale, but three, four, 
or five sales to every customer. A flat table can be 
used satisfactorily to display ten cent merchandise, 
but a slanted table is to be preferred. It enables peo- 
ple to see all the merchandise practically at a single 
glance. If you do use a flat table, do not stand the 
packages upright so that only the tops of all the 
packages can be seen. Articles laid on their backs 
look bigger than when they stand upright. Be sure 
that you have a conspicuous sign over your ten cent 
table so that it can be seen from all parts of the store. 

Open display has entered practically every depart- 
ment of the drug store. No longer is merchandise 
hidden behind the counters, buried in boxes, in bins 
or in the basement. There’s no profit to be made in 
articles that are not shown to the customer, for with- 
out having them in position where they can sell them- 
selves they are not bought very often. Today we find 
low open shelving where articles are displayed within 
easy view of the customer. There is a total absence 
of the disorder that could be found in the stores of 
not so long ago. Stock is all neatly arranged on the 
low shelves, in the cases, and on the display tables 
where it is an inducement for customers to make the 
(Continued on page 73) 
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Display 
Worid 


FOR MERCHANTS — DISPLAYMEN — ADVERTISERS 


Service Bureau 


The DISPLAY WORLD Service Bureau will be 
gzlad to supply the latest authentic information about 
anything in the display line in which you are inter- 


ested. 


blank, write a separate letter. 


If you do not find your needs listed on this 


If we do not have 


the information you want on file we'll find out for 


you. 


facilities without cost or obligation. 


Avail yourself of our incomparable service 


This service in- 


cludes an analysis of any display problem. 


OO Air Brushes 

CJ Airpainting Equipment 

(10 Animated Signs 

C) Art Prints and 
Reproductions 

_] Artificial Flowers 

) Artificial Snow 

[] Art Screens 

[J Art Studies 

“] Backgrounds 

[] Background Coverings 

[] Books on Cardwriting 

(1) Books on Display 

(] Books on Draping 

C] Booths and Floats 

(} Brushes and Pens 

LC) Cabinets—Revolving 

[) Card & Mat Board 

“] Cardwriters’ Materials 

(] Cash Carriers 

() Chairs and Seats 

1) Color Lighting 

C) Counters and Shelving 

() Crepe Papers 

[] Cutting Machines 

C) Decorative Papers 

(1) Decalcomania 

CL) Display Furniture 

(1) Display Forms 

(1) Display Racks 

(J Dividers—Show 
Window 

CJ Drawings and 
Paintings 

O) Drawing Boards 

(] Exhibit Displays 

(] Fabrics and Trimmings 

L] Felt 

_) Fixtures 

(J Flags and Banners 

(1) Hammers—Window 

_] Flexible Sleeve Forms 

_) Lacquering Outfits 

] Lamp Coloring 

1 Lighting—Equipment 


C Lithograpked Displays 
_) Natural Foliage 
(] Pageants and Exhibits 
CL) Plaques (Window) 
(] Papier Mache 
; Specialties 
_] Plastic and Composi- 
tion Pieces 
"] Plushes and Velours 
(| Price Cards—Tickets 
(}) Price Ticket Holders 
[] Reflectors 
O) Revolving Display 
Tables 
1] Screens (Background) 
(1) Socks—Window 
[1] Show Cards 
4) Show Card Schools 
Show Card Service 
(_] Show Card Supplies 
(1) Show Cases 
_] Show Case Lighting 
(_] Signs—Card Holders 
CL) Signs—Brass—Bronze 
1) Signs—Electric 
L) Signs—Wood Letter 
(1) Stencil Outfits 
[} Stock Posters 
(} Store Designing 
1) Store Fronts 
{] Time Switches 
C) Valances 
(} Wall Board 
[] Wax Forms—Figures 
[] Wickerware 
Specialties 
1) Window Displays 
1) Window Display 
Service 
11 Window Drapes 
(1) Window Lighting 
L] Window Shades 
[] Window Trimming 
Schools 
1 Wood Carvings 


™ Do You Wish a Copy of Their Catalog? 
[] Do You Plan to Remodel Your Store Soon? 
[] Do You Plan to Build a Store Soon? 








City__ wo 











State__-_- 


The DISPLAY WORLD 


CINCINNATI, OHIO 
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Digest of Store Equipment 


By STEPHEN KRONER 


OW housed in a new eight-story imposing 

white stone structure located opposite the 

United States Treasury and within one block 

of the White House, the new establishment 

of the Parker Bridget Co., Washington, D. C., was 

recently opened to the public. It was acclaimed as a 

beautiful addition to a beautiful city. Plans for this 

modern store were executed by E. Paul Behles & Co., 
store architects of Washington, D. C. 


It is the first and only store of its kind to be con- 
structed without traditional windows or openings of 
any kind excepting entrances. The entire store is 
mechanically and automatically cooled, heated, ven- 
tilated and illuminated. The ventilating system auto- 
matically cools and ventilates the store in the summer 
time and heats and ventilates in winter time, insuring 
perfect manufactured air at all times at uniform tem- 
peratures and humidity. 


The interior architectural treatment is a conserva- 
tive ‘modern style with an atmosphere of Tudor Eng- 
lish having wall cabinets and fixtures built into the 
walls. The wood work is of a straight grained walnut 
finished in antique brown with walls and ceilings in 
ornamental plaster. The floors are of black and white 
marble. 


Travertine stone arches are used throughout to 
form connecting passage ways from one department 
to another. A feature of the store is the first floor 
concourse which has an ensemble of harmonizing open 


shops with spacious clothing room, hat shops, furnish- 
ings department, lounging room, English room and 
evening wear section. All of these major departments 
are accessible from street entrances. A wide elevated 
colonnade separates the clothing from the furnishings 
department. Deep travertine stone arch ways with 
display niches connect the hat shop with the furnish- 
ings department. 


On the floor below is another arrangement of dis- 
tinct shops, in a manner to permit full view of the 
entire selling area that creates an atmosphere of spa- 
ciousness and comfort. Here we find a large collegiate 
hall with wall panelling up to the ceiling graced by a 
wide open English fireplace, and heavy walnut beamed 
ceilings. Flanked from the collegiate Hall is an Eng- 
lish shoe shop, sports wear shop, boys’ furnishings 
and clothing all connected with wide stone arches. 


Because it is a windowless store, the artificial light- 
ing system was obviously a matter of much concern 
about. which considerable investigation and research 
was made with a view of perfecting a method of light- 
ing for brightness and clearness under which clothing 
could be sold without the customer feeling a desire to 
inspect the merchandise under daylight. A new de- 
partment in store lighting was most successfully 
applied. The system adopted is a combination of 
semi-direct and indirect method in a continuous 
suspended trough effect which produces a near perfect 
distribution of light and practically a day-like clear- 
ness for all the interior displays. 








Interior view of the Parker Bridget store 


showing men’s wear department. 
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Displays of 


FOODSTUFFS 


Require a Knowledge of the Housewife’s 
Psychology in Buying 





N interesting address on the display of foodstuffs 

was delivered by F. Lane Woodroffe, display man- 
ager, Cooper Stores, Ltd., Liverpool, at the British 
Displaymen’s Convention. 

“The display of foodstuffs,” he said, “requires dif- 
ferent treatment, and offers different psychological 
problems to the displays of things to wear. Foodstuff 
is not artistic; itis rarely beautiful. With a display of 
things to wear you can treat it artistically, and the dis- 
play is made in a comparatively short time. The goods 
may be a display in themselves, but in displaying things 
to eat you must introduce and arrange the artistic effect. 
But, of course, there must be something else besides 
mere attraction. You take a can—and a very ugly thing 
it is—or a cake, or butter, or whatever you like, and you 
can make the mass into a working model of the Tower 
of London; there are a hundred and one such ways 
whereby you can attract people, but that will not in 
itself sell canned goods. You can take a box of choco- 
lates and make a perfect riot of effect, but you will not 
of necessity sell chocolates on their beautiful effect. 

“When you are showing something to the public 
which they have to eat, they dislike you ‘stunting’ with 
them. I have seen some remarkable displays made 
with butter. A rose garden I saw, modeled in butter, 
was actually a masterpiece; the lesson I learnt from 
that was that the public dislike having their food 
meddled about. On another occasion I saw a model of 
Mr. Beorge Bernard Shaw modeled in lard. Well, the 


DISPLAY 


An atmosphere of spaciousness and comfort ts to be found in the Parker Bridget store. 
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public do not walk into a shop and ask for a pound of 
Bernard Shaw, especially when they have seen a man 
playing about with it. 

“In displaying foodstuffs you have to consider not 
the strict artistic effect, but you have to understand the 
psychology of the housewife in buying food. She sees 
food from quite.a different point of view to the grocer. 
The grocer thinks of things in hundreds. He thinks of 
currants in large quantities—the housewife thinks of 
them going into a pudding. The grocer thinks of things 
in cans and packages. From the housewife’s point of 
view the packages are useless. If she opens a tin of 
fruit, the tin is thrown in the dustbin. It may seem a 
funny thing to say, but whenever I see tinned fruit I 
always think of dustbins. It sounds rather extreme, 
but there is something in it. The public are not inter- 
ested in packages and cartons. It is necessary, as far 
as possible, to show the goods, as the housewife wants 
to see them. As, for instance, a stunt show for Shrove 
Tuesday, pancake day; or for Christmas, puddings. 
In this we might use a table, basins, flour and all the 
kind of things a housewife would use—there would 
not be a package of anything displayed at all. It is 
not artistic probably, but you get over the difficulty 
of showing goods in a form unfamiliar to the house- 
wife, and she sees them as in her own kitchen. 

“The housewife probably handles most of the 
goods she prepares with her hands, but it is not the 
same with yourself. If any one dressing a window 
handles food the public dislike it intensely, therefore 
you must set yourself a standard of cleanliness. One 
often sees flies in a house, but a fly in a window is 
absolutely unthinkable, but yet I have seen flies in a 
window. You must get an effect of cleanliness far 
beyond the ordinary. A brown dish might be per- 
fectly clean, but it does not look as clean as a white 
one. Bronze fittings in a window look quite nice, 
but they do not look as clean as nickel. If you get 
(Continued on page 75) 


















ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
and largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BIRMINGHAM, ALA—NALL & NALL. The oldest and largst dis- 
play service in the south. Three branches, covering Louisiana, Mis- 
sissippi, Alabama, Birmingham, New Orleans, Jackson. Twenty-one 
reliable service men. Ask any manufacturer about NALL & NALL 
windows. 





BOSTON AND NEW ENGLAND—United Display Corporation, 
formerly Burns Display Service, Inc., established 1917. Headquarters 
53-57 Bristol St., Boston, Mass. 





BUFFALO, N. Y.—Windo-Craft Display Service, 32 E. Genesee St 
E. Preston Browder, Mgr. Covering Buffalo, Rochester and vicinity. 





BUFFALO, N. Y.—Theodore B. Benice, 47 Butler Ave. The largest 
and least expensive guaranteed display and distributing service in 
Western New York. 





BUFFALO, ROCHESTER AND WESTERN NEW YORK.—Window 
installations for local and national advertisers. Ankerman Display 
Service, 212-214 E. Genesee St., Buffalo, N. Y. 





CALIFORNIA.—Larger cities covered daily; country towns every 
i4 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 


CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how good. 








CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





COLUMBUS, OH1IO—Universal Window Trimming Co., 476 S. Bur- 
gess Ave. Max Gutkind, President and General Manager. Established 
and reliable display service doing work for over fifty different adver- 
tisers. 





DETROIT MICH,—Wayne Services are owned and controlled by 

. V. Wayne, president and general manager. For information, 
please address Detroit Window Display Service, 438 East Woodbridge 
St., Detroit, Mich., R. V. Wayne, president and general manager. 
Toledo Window Display Service, care of Walding, Kinnan & Marvin 
Co., 332 Summit Sts., Toledo, Ohio, G. M. Shanks, manager. Wayne 
Window Display Service, 1018 St. Clair St., N. E., Cleveland, Ohio, 
F. R. McCann, manager. 





FREDERICK, MD.—Frederick Advertising and Display Co. We 
cover Maryland, Pennsylvania and Virginia. 





HARTFORD, CONN.—Advo-System, 38 Albany Ave. Complete 
window display and house-to-house distribution services, covering the 
entire state. Try the Advo Service. Once—always. 





LITTLE ROCK, ARK.—Co-operative Display Service, 212 E. Mark- 
ham St. A complete and dependable display service. 





MILWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
Place. Warehouse 184 llth St. J. Harry Bayley. 





MILWAUKEE, WIS.—STEFAN DISPLAY SERVICE, 1920 Vliet 
Street. Not only RELIABLE and MODERN, but EFFICIENT, 
RESPONSIBLE and ORGANIZED, backed by 11 years’ experience 
of our executive. 
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MILWAUKEE, WIS.—Wisconsin Display Service, It’s the service 
of good will and experience that succeeds. Established 1921. L. T. 
LeCoss, general manager. 





NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “merchandised”’ displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
‘Merchandised Window Displays.” 


NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. Window installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
a have satisfied others, why not you? You can try our service 
ut once. 


NEW ORLEANS, LA.—NALL & NALL, 823 Perdido St. The oldest 
and largst display service in the south. Three branch offices, covering 
Louisiana, Mississippi, Alabama, Birmingham, New Orleans, Jackson. 
Twenty-one 1eliable service men. Ask any manufacturer about Nall 
& Nall windows. 


NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 


_NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
a os sees at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville; S.-C. 


OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1125 West Twenty-ninth St. All of Oklahoma covered each month. 


PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
A unique display service for national advertisers covering Penn- 
“sei New Jersey and Delaware. Write for a list of satisfied 
clients. 


PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 


























QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 
RICHMOND,’ VA.—Robert Waitt, 523 E. Main St. 


ROCHESTER, N. Y¥.—Windo-Craft Display Service, Offices 32 E. 
Genesee St., Buffalo, N. Y. E. Preston Browder, Manager. Covering 
Rochester, Buffalo and vicinity. 


SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
507 Nebraska St. A reliable service covering a productive market. 
Quotations upon request. 


ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy. our many clients. 


SALT LAKE CITY, UTAH.—The Window Display Service, 403 East 
Fourth South St. N. W. Reynolds, manager. Chosing the location 
and making the installation as if we were the advertiser paying the 
bill ourselves. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley. 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 


SEATTLE AND WESTERN WASHINGTON—Wind-0-Display Ser- 
vice. A.H. Olson, Manager. A reliable and established display service. 


WATERLOO, I10WA—Henson Display Service, 339 Dane St. A 
complete window display service in this vicinity. 


WHEELING, W. VA.—Iams Display Service. Distinctive displays. 
































ORIENTAL RUG DISPLAY AT LAMSON BROS. 

Domestic reproductions of oriental rugs were successfully 
promoted by attractive interior and window displays at Lam- 
son Bros., Toledo, Ohio. One section of the store was con- 
verted into an oriental bazaar, various sized rugs being the 
chief decoratives. Armenian attendants in native garb served 
coffee to visitors. Further interest was aroused by placing 
a carpet sized rug of bright Hazak design on the sidewalk 
in front of the store, inviting thousands of passersby to walk 
on it. After several days the rug was sent to the cleaners 
and it was returned appearing even more beautiful than when 


it was first placed on the sidewalk. It was then displayed 
in one of the Huron Street windows of the store for a period 
of three days. Show cards called attention to its excellent 
wearing qualities. The display drew crowds from every 
direction. 





TIPS FOR FRUIT AND GROCERY MEN 
The California Fruit Growers’ Exchange, Los Angeles, 
Calif., has issued a valuable little booklet called “The Proven 
Path to Profits.” It contains a number of novel ideas for 
window displays of fruits and is profusely illustrated. 
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FOR SALE 


Two outstanding Chr's:mis 
Mechanical Displays. See 
them in our windows. Pho- 


‘tos do not do them justice. 


_New this year. Price rea- 
i sonable. 


WOLF & DESSAUER 
Fort Wayne, Ind. 





FOR SALE 


Grand Rapids fixtures, mahogany, consisting of : Seven plate glass 
floor cases with revolving racks, holding one hundred suits; eight 
pants cabinets; fifty foot hat cabinets in four sections, revolving 
and triple mirror in between; three revolving clothing wall cabinets 
and two triple mirror sections. Original cost $7500.00. Will sell 
at less than fifty cents on the dollar. Must dispose of at once. 
Will sacrifice. 


L. G. GILBERT & CO., Fort Worth, Texas 











POSITION WANTED 


As Card Writer in retail store. Will 
submit A-1 samples. Age 33, married, 
steady, sober, reliable. Also have 
knowledge of advertising. Address 
“Pp, B. A.,” care DISPLAY WORLD. 














ME —Sideline. , Display Photos, all FOR SALE—WALTERS’ FIT-RITE AND 
kinds. Window Cartoons. Art STA-ON WINDOW SOCK FOR DECO- 
Work. Male, female photos, 20 for $1.00, RATORS. Made of heavy fleece-lined 
1000, $45.00. Cartoon Books, Novelties. Jersey cloth, 75c¢ pr., $4.25 half doz., $8.00 
Send cash, stamped, addressed envelope. doz., postpaid. An elastic band is taped 
Agents, dealers, write. Sex books, maga- and sewed in the top. Patented May 20 
zines, postcards, cuts, photos, bought, 1924. Fits over any shoe. Order by size 
exchanged, developed, reprinted quantity. shoes worn. J. M. WALTERS, Mfr., 220 
MEYER, GPO Box 471, New York City. South Benton Way, Los Angeles, Calif. 














YOUNG MAN 


Seeks position as Display Man- 
ager with New York City estab- 
lishment. Has taken course at 
New York University. Excel- 
lent references furnished. 


Address “S. L. H.” 
Care DISPLAY WORLD 








—FOR SALE — 


Mechanical Display of Dogs fighting over 
sausages, with miniature house, fence and 
trees; house is wired. A wonderful attrac- 
tion. A new piece at a sacrifice. 


THE EAGLE STORES 
11301 Michigan Ave. Chicago, Il. 








First-Class Show Card Writer 
—with twelve years’ experience, now 
employed, desires change. Strictly 
sober and dependable. 

Address “W. L. J.” 
Care DISPLAY WORLD 











DISPLAYMEN, Display Services Sales- 
men and Selling Agencies, we have a very 
attractive proposition to offer in the 
handling of our complete line of quality 
window display and store equipment. 
Further particulars and copy of new 
Catalog ‘‘G” upon request. The Cincinnati 
Show Case & Display Fixture Works, 232- 
240 Main St., Cincinnati, Ohio. 








CHRISTMAS DISPLAY FOR SALE 


Mammoth, animated, mechanical Christmas display. 
Most pretentious ever exhibited in Buffalo. Greatest 
attraction we ever had. Will sell at less than one- 
fifth its original cost. Fourteen large nursery and 
fable incidents, all in motion. See them in action 
now or communicate with 


Cc. MONDE 
Victor & Co. Buffalo, .N. Y. 











MR. DISPLAY MAN 


You'll find it PROFITABLE to keep in touch with us! 


Mechanical Christmas 


we =€6rcDEISIDPLAY NEW Attractions 
an Sat Cie SETTINGS Basse BOUGHT OR EXCHANGED 


of Every Description 


What can we sell you? 


Save Storage By Selling Now 


What have you to sell? Also Specializing on 


DISPLAY CLEARING CORPORATION Parisian Wax Figures and 


16 West 30th Street 
New York 


Tel. Bogardus 2184 Mannequins 
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uccessful Show Cards 


Art in Cardwriting Is Not Attained in a Few Weeks or Months— 
It Usually Requires Years of Practice 


By HERMAN OFT 
Display Manager, Levy Bros. Dry Goods Co., Douglas, Ariz. 


Y diligent practice of lettering and careful 
attention to layouts and color combinations, 
good show cards may be executed by anyone 
who will submit to a little painstaking prac- 

tice and study. It is not an art that is attained in a 
few weeks or months, but, more often, takes years to 
accomplish. Anyone gifted with a good muscular 
handwriting will master the art more quickly than one 
who is a poor writer, for it takes a good muscular con- 
trol of the hand, together with finger movement, for 
good lettering. 

I have selected a few of our everyday cards as 
shown here, which have all been used in our windows. 
They are all of the fancy matboard type, size 11x14, 
and represent cards that are quickly executed. Some- 
times, for the sake of variety, I use a longer and 
narrower—about 9x16. Anything larger than this 
would be used for sale purposes only. 

No. 1 is a lavender card, with FROCKS in red 
shaded in Nile green, border in Nile green, small letter- 
ing with text pen. 


No. 2 is a light brown card, with BROWN in a 
darker shade of brown and a little brown airbrush 
smoke thrown on. Small text pen lettering in black 
with border in lavender. 

No. 3 is an airbrush mask in brown, outlined in 
Nile green. All black brush lettering, with STYLE 
outlined in yellow. 

No. 4 is a light modernistic background with letter- 
ing in black, touched up with a little black airbrush 
smoke. Price in red with Nile green border. 

No. 5 is a lavender card, with SPORTWEAR in 
light green, shaded in white. Small text pen lettering 
and line border in blue. 

No. 6 is a tan card, VOILES in black, the price in 
red, shading and border in Nile green. Small black 
text pen lettering. 

No. 7 is a light modernistic background, CHIFFON 
in red shaded in Nile green. Small lettering with ball 
pen in black, border in blue. 

No. 8 is a tan card, lettering in black with the price 
in blue. Shading Nile green. 
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A variety of fancy matboard type show cards by Herman Oft, Levy Bros., Douglas, Ariz. 
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Study, Perserverance, Energy, 
Needed for 


(ard Writing 


Let Us Keep Our Standards High and Put 
Our Best Efforts Into the Work 


3y J. W. GRIMES 


Advertising and Display Manager, A. W. Cox Dept. 
Store, Bluefield, W’. Va. 


HOW cards today, more than ever before, are 

a vital necessity to almost every line of busi- 

ness, and especially is this true in the modern 

department store. The young man contem- 

plating a position in a department store who wishes 

to get into the publicity end of the game should by all 

means learn to do neat and legible show cards. If he 

does he will find his chances of promotion much more 

favorable. The average size department store usually 

has one man only to handle all the card work, window 
display and advertising. 

Does card writing require work, study, perseverance 
and energy? Well, rather! But I say that if you are 
in love with your work and enjoy making show cards, 
stick to it, obtain information on the subject from every 
possible source—books, trade papers and magazines, 
outdoor posters and card cards. Study books on art 
and design and incorporate the ideas that you find into 
your own work, but in such a way as to keep your work 
decidedly original. 


New methods, new materials to use, mechanical and 
otherwise, should constantly keep the card writer on 
the alert. The man who does not strive to keep abreast 
of the progress that is now being made in this fasci- 
nating field will soon find himself a back number and a 
“has been.” 

As a final word and plea to all fellow card writers, 
and especially those in the department stores through- 
out the country: Let’s keep our standards high; let’s 
put our best efforts into our work, day by day, and 
always strive to give and take, passing our own know- 
ledge and ideas along to help the other fellow, and thus 
keep card writing a high and worthy vocation and an 
ever-present necessity in the business world of today. 





KITCHENS MATCH COMPLEXIONS 

Believing that a woman’s kitchen should suit her 
personality and complexion, John Wanamaker’s, New 
York, have installed “six little kitchens” in their store. 
Special color schemes were created to suit a blonde, 
a medium brunette, a red haired, and a silver-gray 
haired housewife. The plan is to be carried further 
with the addition of kitchen frocks in the key colors 
suited to the various types. 
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AY I take this opportunity to wish 
you all the season’s greetings and to 
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Study the Leading Artists 


Mastery of Technique Is Absolutely Essential As a Preface to 
Originality in Card Writing, Says James Kerr 


By GEORGE E. BOWMAN 


HOW CARDS, as many cardwriters have 

been told, occupy the same position in a 

window that headlines occupy in the daily 
newspaper. Your cards must be in keeping 

with the merchandise on display. This applies to 
color, size, layout, decorative treatment and lettering. 
Incongruous cards are still quite common but progress 
is being made and in a few years there will be very 
few windows with bad cards. A card that might 
be suitable for a display of lingerie would be as out 
of place in a window of men’s wear as a facetious 
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headline would be over a story of a murder or some 
other tragedy in a newspaper. The card writer should 
always bear the importance of harmony in mind. 

Reproduced on this page are some of the examples 
of the work of James Kerr, Lockwood’s, Hot Springs 
National Park, Arkansas. Unfortunately, owing to 
the colors used in these cards, the various shades 
were not properly caught by the film, and the cards do 
not show up to their best advantage. However, as 
seen in the original these cards were excellent, pos- 
sessing harmony of line and color, and being well 
suited to merchandise shown 
in Lockwood’s windows. Mr. 
Kerr has made a close study 
of the show card art and has 
developed some ideas that are 
distinctly his own. His cards 
always have attention-getting 
value and they get across the 
message that his store wants 
the prospective customer to 
get from the windows. 

The Cards, SPRING SUITS 
and SPRING TWEEDS, are 
of a modern airbrush design. 
The cutout frame was of 
green matboard, the modern 
design airbrushed in dark 
green. The inset card was a 
dark green board lettered in 
white. Cards headed, WIN- 
TER COATS and WE IN- 
VITE YOU, were used in the 
opening of Lockwood’s wom- 
en’s shop. They were 24 by 
42 inches cut out from a dou- 
ble sheet of blue mat board 
and used in large show win- 
dows on an easel. The air- 
brush design was black, the 
lettering a dark blue. The 
frosted effect at the top was 
diamond dust sprinkled on 
white show card color while 
wet. The three small cards 





Seven unusual show cards, 
each designed to harmonize 
with a particular type of mer- 
chandise. These cards are by 
James Kerr, Hot Springs 
National Park, Ark. 





Zi 


ste 
ite 
dri 


ter 
Mi 


ple 
ty} 


rie 
sm 
tai. 
pez 
bo: 


for 
sol 
for 
day 
ty- 
ing 


hav 
anc 
Sig 
wit 

















December, 1930 





were of the same color board and lettering. A maga- 
zine cover pasted on one of the boards provided an 
attractive modernistic girl. 

Mr. Kerr believes that the embryo card writer 
should first of all study the work of outstanding artists 
and copy their ideas. After he has mastered technique 
he will be able to become original. He must, of course, 
have some natural talent if he wishes to produce cards 
that are well above the average. 





Drug Store Displays 
(Continued from page 65) 


purchases for which they originally came into the 
store, and then to buy additional related or unrelated 
items that have been suggested by the displays. Your 
druggist of today knows that goods well displayed are 
half sold. 

An accompanying photo shows a view of the in- 
terior of the A. E. Swanson drug store in Duluth, 
Minn., equipped with attractive show cases and dis- 
play tables by the Duluth Show Case Co. This is the 
type of store that is doing the most business today. 

A midwestern druggist in a recent letter to the 
Duluth Show Case Co., related the following expe- 
rience with display tables: “Last summer I set a 
small display table out in front next to the soda foun- 
tain and put on it a fine display of cocoanut crumble, 
peanut brittle, and candied cherries, packed in pound 
boxes and offered them as specials. I did it more as 
an experiment to see if I could build up a few sales, 
for business had been poor. Within two days I had 
sold out completely and had to put in a hurry-up order 
for more. I held a big display on Saturday and Sun- 
day, selling boxes at 39 cents a pound and sold seven- 
ty-four boxes in two days. That’s one way of smooth- 
ing out the slumps in business.” 

Table displays are of small value if they do not 
have prices in plain figures on all of the various items 
and a talking sign to help attract attention to display. 
Signs help the customer make their own decisions 
without consulting a clerk. 





DOLL WINDOW ATTRACTS MANY 


One of the most interesting doll windows of the holiday 
season was to be found this year at the Abraham & Straus 
store in Brooklyn. A stage coach and four-in-hand with a 
large passenger list of dolls were en route in one of the 
Fulton Street windows. The coach was made of wood, rugged 
in its proportions and painted orange and yellow. The horses 
were white, sawed out of thick plank, not unduly hampered 
by the standard pattern for equine anatomy. The harness 
was of wood painted red. The doll passengers occupied both 
the inside and the tops of the carriages. There was a doll 
driver on the box. The platform representing the road was 
blus with white cobblestones painted on. 
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CHICAGO CARDBOARD COMPANY 
666 Washington Blvd, Chicago 


Greatorr of Unusual Cardboard Products 
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FREE! 


Bulletins for Display- 
men, Window Trim- 
mers, Poster Plants, 
Artists, etc. 


$10.00 
and up 


Sprayers $3.55 and up. 
Electric Airpainting 


Units, including Air PAASCHE 
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we. Chicago, Illinois 


State ty pe of equipment you are interested in and purpose 
for which it is intended. 














UNIVERSAL (Electric) WINDOW 
TURNTABLES 


ATTRACT TO and SELL Merchandise, like Wearing 
Apparel, Shoes, Jewelry, Drugs, Hardware, etc. You 
can rent or buy, terms if desired. Prompt delivery. 
Jobbers an@ Distributors wanted. 


ELECTRIC WINDOW SALESMAN CO. soston Mass. 








DETROTT, MICH, 




















USE THE OPPORTUNITY EXCHANGE 
AS YOUR WANT AD MEDIUM 








74 DISPLAY WORLD 


Who Whey Are 


= 








«> 


© 





No. 69—STuART BRATESMAN 


Y a mere twist of chance, Fate, the stars or 

8 what have you, I was thrust, unceremon- 

iously into the display advertising world, 

while completing a course in applied art at 

the Rhode Island School of Design. Even at that 

adolescent age it soon became quite evident that here 

was an undeveloped field of expression replete with 
unlimited potentialities. 

After studying four years at the Rhode Island 
School of Design, taking evening courses in lettering 
and advertising as well as the regular prescribed daily 
classes, I was fortunate enough to secure a position as 
displayman with the Providence Gas Company of that 
city. This was strictly a one-man job, but I had 
already decided that if I wanted to hit the top I’d 
have to start at the bottom and learn all the rudiments. 
This decision has many times proven to be a very 
sound one. Experience is after all the best teacher. 

I stayed with the Providence firm for four years 
and then, after thoroughly absorbing the technicalities 
of the art, went to New York with the Queensborough 
Gas and Electric Company. Here, the benefits of 
metropolitan contacts soon manifested themselves in 
the work. After all, sound advertising needs the 
punch and finish that a big city like New York offers. 

At the end of a year’s time I completed arrange- 
ments to install a modern display department with 
the Boston Consolidated Gas Company of that city. 
Starting from scratch, we built up a six-man depart- 
ment furnishing forty windows with display sets 
every two weeks. Here the fruits of those apprentice 
days made themselves apparent. Without them I 
could never have successfully superintended the inte- 
gral workings of the department at that time. I have, 
now, a staff of competent men who handle all the 
detail of the organization. 

Perhaps a few highlights as to our program and 
schedule might be of interest. We revolve around a 
three display per week production schedule and the 
regular forty changes every two weeks on the distri- 
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A Monthly Sketch of An Outstanding Figure in 


the Display Profession 


No. 69—STUART BRATESMAN 


Display Director, Boston Consolidated Gas Co., Boston 
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bution end of the department. A specially designed 
truck with crew handles the latter activity. 

I design the display ads on the simple psychology 
of interesting the layman in the service the appliance 
offers, through the medium of an original thought 
presented in a colorful compelling manner. We try 
to influence the passerby with what we call the artistic 
layout, without him actually knowing why or how it 
is being done. The display manager must always keep 
his advertisement on the plane of the layman’s under- 
standing mind. It is often very easy to be swayed by 
the so-called artistic trend that lies dormant in us and 
forget the real purpose of the advertisement, which 
is to sell tangible merchandise or service. I strive to 
excite some interest and curiosity in the viewer’s mind 
and then leave the rest to the salesman. 

When window display advertising comes into its 
rightful place in the sun, and in this writer’s opinion 
this day is not far distant, the demand for experienced 
managers and designers will greatly exceed the supply, 
unless we encourage men just starting out in this field 
to make the most of their opportunities and funda- 
mental experiences. If they covet a high place in 
this art (and who doesn’t?), the only way to build 
a sound career is to begin at the very bottom of the 
ladder. 





QUESTIONNAIRE ON DISPLAY 

The first direct move in carrying out its avowed program 
of constructive work for the display field by the National 
Display Equipment Association, Chicago, was a complete 
questionnaire on display which was mailed out last month 
to a select list of 2,000 retail stores. To those receiving the 
questionnaire the association made the following statement: 
“It is our intention to tell you how other progressive stores 
get sales from the display of merchandise, to tell you how 
other stores distribute the cost of display, to tell you how 
other stores handle their various display problems. In other 
words, we propose to furnish you with information never 
before available, and this information will be sent you gratis. 
All you need do is to fill out the questionnaire, which takes 
but a few minutes.” 

This research effort has great possibilities in accomplish- 
ing a great deal of good for all concerned with window 
display advertising and should invite the interest and par- 
ticipation of all displaymen. If your store has not received 
this questionnaire, you should write for a copy to the offices 
of the association at 178 W. Jackson Blvd., Chicago. 
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Displays of Foodstuffs 
(Continued from page 67) 
to a further point and a very important one in food- 


stuffs—the handling of foods inside the store. I saw 
a case in Paris of a food store that had a fish depart- 
ment. It was beautifully done in white marble, and 
I think that if a fly had gone in it would have come 
out again in disgust—it was so beautifully clean. 

“You have often seen the window dresser of old 
display foods on the floor—butter for instance. Well, 
if you took butter and put it on the floor in your 
home, it would be absolutely absurd. If you walk 
around the grocers’ shops you will often see this 
now ; it is all wrong, and how one can possibly include 
that sort of thing in the category of display I do not 
know. The remedy is so obvious that it does not need 
any attention. For example, every unit must stand 
by itself. Take a cake (it is very obvious), it should 
be on its own white doyley, and a separate unit. There 
must be air space round each piece, otherwise it can- 
not be seen properly. That is an acid test for a food 
store. Do people get an appetite when they see the 
windows? 

“T mentioned fittings some while ago, and I wish 
to make a point on which I feel very strongly. The 
shop-fitting manufacturers have completely and abso- 
lutely neglected the food’ trade with one exception. 
There is one big firm who have given very consider- 
able thought to this subject. The food business de- 
pends more on fittings than any other type of business. 
Food must be displayed on a suitable type of stand. 
I design all my own stands, and get some one to make 
them up. It is true that the food concerns seem to 
think they cannot afford to spend money on their 
windows. They must have the right kind of fittings 
if they are to show their goods properly and to do 
the trade. There is a very good field open, I am sure, 
for developing the right type of fittings to display 
and handle foodstuffs, and I am sure when we get the 
right thing, there will be a market for it.” 





COMPETITIVE DISPLAYS IN ALLENTOWN 

The purchasing public of Allentown, Pa., became “window- 
shopping conscious” recently when large numbers of the resi- 
dents of that city invaded Hamilton Street, the business street 
of the city, to see the competitive displays in the windows 
presented by the leading stores of the city. The judges of the 
displays were: Emil Schmidt, president of the International 
Association of Display Men; George Cummings, displays 
manager of the Kresge Department Store, Newark, and L. A. 
Courtemanche, display manager of the Globe Store, Scranton. 

New fashions for the fall and winter for both men and 
women were displayed, and before the display letters were 
sent out by the retail division of the Allentown Chamber of 
Commerce to all residents of the city. All the windows were 
blazing with lights from 7 to 12 o’clock to illuminate the 
elaborate displays. Among the stores entered in the competi- 
tion were the following: Allentown Sporting Goods Co.; 
Anewalt Brothers Department Store; Benesch & Sons; Boh- 
ler, Gross & Moyer; C. Elwood Hager; Rogers Jewelry; 
Cantilever Shoe Store; Erdman Bros.; F. W. Woolworth 
Co.; Farr Bros.; Frank’s; Globe Store; H. Leh & Co.; Harold 
Furniture Co.; Hess Bros.; Keystone Furniture Co.; Koch 
Bros.; Kay’s Ladies’ Apparel; S. S. Kresge Co.; Sears, Roe- 
buck & Co.; Shankweiler & Leh; Somach Bros.; Leon Fur- 
niture Co.; M. S. Young & Co.; Mangel’s, Inc.; Prince 
Furniture Co.; Adams Co.; F. Heinz Co.; Witwer-Jones Co.; 
Zollinger & Harned. 
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OF THE TIMES 
The National Journal of Display Advertising 





for December features the fol- 
lowing articles by these well- 
known artists: 


“Colorful Paper Signs” 


—by H.C. Martin 


“Cost-Finding in Process” 
—by Earl C. Green 
“‘Designer’s Building 
Blocks” 


—by W. B. Bond 


“Jean d’Ylen, Famous 
French Poster Artist’”’ 


—by Frank R. Arnold 


“Transparent Posters” 
—by Carlos Leberman 
“That Customer Good 
Will” 
—by Clyde Montgomery 


and numerous other articles and items of inter- 
est to sign and show card writers everywhere. 


ORDER YOUR COPY NOW! 
$3.00 Per Year, 30c Per Copy 


SIGNS OF THE TIMES 


CINCINNATI, OHIO 


SUBSCRIPTION ORDER BLANK 


SIGNS OF THE TIMES, December, 1930 
Cincinnati, O. 


Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 outside U.S. A.) 
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Display Service Notes 


The S. J. Hanick Co., Philadelphia, reports plenty of 
activity. “Business is very good with us in spite of all of the 
pessimists in the country at the present time,” says Samuel 
J. Hanick, manager of the service. “We are keeping no 
less than forty men continuously busy, and as a matter of 
fact we have kept that many busy for the past several months. 

On the Sunday morning just before the opening of the 
N. A. R. D. convention in Atlantic City, fifteen of the Hanick 
company’s star displaymen lined up on Cherry Street between 
Ninth and Tenth and started for the big meeting in cars 
carrying banners which read: “We are on our way to the N. 
A. R. D. Convention—Hanick’s Window Display Service. 
These men were selected from the Hanick staff to decorate the 
booths at the convention for thirty-two exhibitors. Trimming 
was started at 12 o'clock midnight Sunday and the men 
worked all night and all day Monday decorating the booths. 
When the entire group of booths was completed the sight 
was very attractive. The trimmers used a truckload of fire- 
proof crepe and silk in appropriate colors, and as a result of 
their artistic work the firm secured a number of new window 
display jobs for the near future. Mr. Hanick says he is very 
optimistic over the outlook for 1931, believing that it will be 
even better than 1930. 

The Hanick service covers all of Southern New Jersey, 
the entire state of Delaware, and all of Eastern Pennsyl- 
vania with the cooperation of its associates, the Rileigh Dis- 
play Service. Among the windows now being installed are 
those featuring the following products: Coty’s Cosmetics, 
Gem Razors, Coca-Cola, Plough’s Cosmetics, Park & Tilford 
Candy, Smith Bros. Cough Syrup, Ovaltine, Lucky Strike 
Cigarettes, Camel Cigarettes, Colgate’s Dental Cream, Pond’s 
Cold Cream, Philips Milk of Magnesia, Pabst Products and 
many others. 





Paul Hamlin, well known for his displays at the B. & H. 
Abrahams store in Davenport. Ia., has organized a display 
service in Davenport for the smaller stores, garages and 
banks. The firm is now handling a line of flowers and 
decoratives and later will represent a number of display 
fixture houses. Davenport has been in need of such a service, 
and Mr. Hamlin’s many friends are wishing him success with 
his new venture. Displays executed by Hamlin have an 
individuality that has attracted national comment. 


Display Club Notes 


SEATTLE, WASH. 
Reported by Geo. Sullivan, Secretary-Treasurer 


The Seattle Club is still going strong. At our last meet- 
ing several store managers were present and we put over an 
idea which worked out with excellent results. We called it 
the “Men’s Winter Style Week.” We had a poster made 
which we sold to the stores. The slogan was LOOK TO 
YOUR LOOKS. In most of the stores a mirror was used 
in the windows in connection with the slogan. On the 
mirrors the stores placed their own messages, such as LOOK 
AT YOUR HAT, LOOK AT YOUR SUIT AND SHOES, 
etc. Several of the store managers spoke in appreciation of 
the efforts put forth by Seattle displaymen to increase busi- 
ness without making large expenditures. The meeting was 
one of the most successful we have ever had, and we feel 
that it placed us in a very favorable position with the store 
managers. 








BOSTON, MASS. 
Reported by E. D. Mizer, Secretary 


Alvin G. Anderson, display manager, Jordan Marsh Co., 
and formerly display director for the Hahn Syndicate, was 
the guest speaker at the November meeting of the Boston 
Display Men’s Club in the Hotel Bradford. His topic was 
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“Contact of Displaymen With Other Department Heads.” 
Following the address, the club accepted Mr. Anderson’s 
application for membership. 

The business meeting of the club followed a dinner in the 
tea room. The main topic under discussion was the I. A. D. 
M. convention to be held in Boston in 1931. After the business 
meeting the club was entertained by a snappy dancer, two 
comedians, and piano’solo by Mr. Mizer’s secretary. 

Our ex-president, Winthrop B. Frye, announced with 
regret the death of Charles A. Folsom, the well known New 
England dispfayman and fixture representative. Mr. Folsom 
had recently established a business of his own known as the 
Folsom Hanger and Fixture Co. The club voted to send a 
letter of condolence to Mr. Folsom’s widow. 





GRAND RAPIDS, MICH, 
Reported by A. J. Kingscott, Publicity Director 

The November meeting of the Grand Rapids Display Club 
was held at Sunnybrook Inn November 4, where a generous 
supply of chicken was served to sixteen members of the club. 
After the dinner a short business meeting was held, after 
which various types of entertainment were indulged in by the 
members. 

A meeting of the Grand Rapids Display Club was held 
December 2, at the home of the club treasurer, Otto Bosma, 
with very few of the members in attendance. However, those 
present spent a very enjoyable evening, enjoying very much 
the music by Lawson Davidson, displayman at A. May & 
Sons. As Mrs. Bosma had prepared a lunch for many more 
than were present all expressed the opinion that our good 
secretary William Parker had over-indulged. However, he 
was looking fine and fit the next morning. The next meeting 
will be a business meeting, as it was voted some time ago 
to hold two social meetings to one business meeting. Jay 
Reitburg, of the Boston Store, is chairman for this meeting. 





With Detroit Displaymen 
(Continued from page 21) 


The windows for merchandise displays were car- 
ried out uniformly with large center drop of bright 
red velour with a beautiful holly wreath against this 
spot of Christmas color. A special gift window of 
dolls was noticeable for its quantity and variety, some 
eighty dolls being used in a most effective display. 
In the many toys windows a card was noted, calling 
attention to the free circus daily for all kiddies, hours 
tl a. m., 1 p. m., 2:30 p. m. and 4 p.m. This proved 
a winning attraction, although it was held in separate 
floor from toy floor. A large corner window proved 
the beguiling Santa display with painted back drop 
and many large cut-out figures doing circus stunts. 
This linked up with the free circus above mentioned. 
The usual variety of toys were placed in this smart 
setting with most attractive sales appeal. A second 
change was made in ten of their many windows toward 
the last of the month. This change, a decided contrast 
to former backgrounds, had a complete panel effect 
on background covered in light cream felt with large 
center panel of Christmas scenes illuminated from 
front. The massive interior of this store was deco- 
rated throughout with red velour around the pillars, 
wall columns and balcony drops. Against this were 
used many high candles of various heights with holly 
wreaths and sprays. A large halo covered with silver 
glitter extended over the top.of all lights. Many 


groups of red candles were used on top of cases adding 
color as well as light. 
In toyland the main decoration was many arches 
(Continued on page 80) 
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HONOR ROLL OF DISPLAY SPECIALISTS 


DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel 
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CALIFORNIA 


and the Entire Pacific Coast Now Thoroughly Covered 
Branch Offices: 
San Diego Oakland Portland,Ore. Seattle, Wash. 
THOMPSON & PARMLEY 
869 Folsom Street 
San Francisco 


1220 W. Pico 
Los Angeles 


CINCINNATI 


AND SURROUNDING TERRITORY 


An Efficient Window Display Service for Local Merchants and 
Naticenal Advertisers 


CINCINNATI DISPLAY SERVICE 
603 So. Ohio Bank Bldg. Cincinnati, Ohio 
Representing Window Advertising, Inc., New York City 





WILLIAMS DISPLAYS 
“Window Display At Its Best’ 
509 South Franklin Street Chicago 


Window display counsel; designing displays of manufacturers’ 
products for retail use; a window dislay studio with life-size 
windows for photographing, set-ups, etc. 


J. Duncan Williams, Director 





SOUTH CAROLINA 
and Neighboring Territory 


Window, Displays for National Advertisers 
Attractively Placed 


Efficient and Reliable .Service—Tel. 4448-J. 
HARRY W. WATERS, 202 Otis Ave., Greenville, S. C. 





NEW ORLEANS 
This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake 
Charles, Lafayette, Monroe and Shreveport. 
Window Display and Service Department 
S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 





PAPAS 





Complete Window Display & Distributing Service 
for National and Local Advertisers 


WICHITA, OKLAHOMA CITY AND TULSA 


and Surrounding Territory 


Southwest Display Service 
108 S. Washington Ave. Wichita, Kansas 


PHILADELPHIA, PA. 


Dependable and Prompt Service. Complete Coverage 

of the Entire Philadelphia Market. Satisfaction 

Guaranteed. References from National Advertisers. 
THE S. J. HANICK COMPANY 


925 Cherry Street S. J. Hanick, Mgr. 








CORNING, N. Y. 
AND SURROUNDING TERRITORY 


Window displays designed, built and installed. We cater to the 
fastidious. Used displays bought and sold. What can you use or 
what have you? No contract too small for us to be interested in. 
SOUTHERN TIER DISPLAY SERVICE STUDIO 

87 West Market Street, Corning, New York 


MINNEAPOLIS AND ST. PAUL 


A high-class, dependable organization—guaranteed by 
years of window display service for leading national 
advertisers. 

TWIN CITY DISPLAY COMPANY 

J. Earle Kemp, Pres. 
2526 Nicollet Avenue 


CHICAGO 
Twentieth Century Window Displays 3 


for Modern Advertisers 


NEIGHBORHOOD STORES DISPLAY SERVICE, Inc. 


509 South Franklin Street . . . . - - + + + ; 
Owned by one of the largest advertising companies in the U.S. A. 
Write for our tested window display plan—it guarantees results. 





Minneapolis, Minn. 








Display Services--This Is Your Market Place 








Place an ad here and establish the identity of your service in your city 
with the largest users of window display installations. 


The cost is very nominal and all are given equal representation, be- 
cause only one-inch space can be used. 


Address Advertising Department, DISPLAY WORLD 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 
oy ag Daily, Inc., 126 E. Third St., Dayton, 
0 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

Thayer & Chandler, 913 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR BRUSHING ON TEXTILES 


National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 


AIR COMPRESSOR UNITS 
Paasche Airbrush Co., 1902 Diversey Parkway. 
Chicago, Ill. 
The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, III. 


AIR PAINTING UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Il. 


ALUMINUM FOIL 
Lehmaier, Schwartz & o., Inc., 511-541 W. 
Thirty-fifth St.. New York City. 
t 


ARTIFICIAL FLOWERS 
7" Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago, IIl. 


ARTIFICIAL PLANTS 
Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


AUTOMATIC POSTER DISPLAYS 
a = Bulletin Co., 10-16 Lock St., Buffalo, 


BACKGROUNDS 
Ad-Displays System, 117 N. Wells St., Chi- 
cago, Ill. 


i BACKGROUND COVERINGS 
aram Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. nie 


BACKGROUND PANELS 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, III. 
Modern Art Studios, Inc., 4234 Drummond Place, 
— Til. 
ational Process Ill. Co., 419 Kerrigan Ave. 
Union City, N. J. vais 


BACKGROUND SETTINGS 
4 Adler-Jones Co., 651 S. Wells St., Chicago, 


Modern Art Studios, Inc., 4234 Drummond Place, 
—e Ill. 

orey Decorative Studios, 107 Arl 3 
wt Mass. : oe 

nited Display Service, 440 S. 

Shtenen, Ta Dearborn St., 


BACKGROUND SCREENS 
Ad-Displays System, 117 N. Wells St., Chi- 
me ad Ill. 

odern Art Studios, Inc., 4234 D 
Chitage, HL ’ rummond Place, 


BOLTING CLOTH 
o E. Watson Co., 164 N. Lake St., Chicago, 


BOOKS ON DISPLAY 
McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 


CARD HOLDERS 

The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 

Bronson Reel Co., Bronson, Mich. 

Burr Oak Mfg. Co., 20 E. Jackson Blvd., Chi- 
cago, Ill. 

Card Display, Inc., 22 W. Thirty-second St., 
New York City. 

J. B. Timberlake & Sons, Jackson, Mich. 


CARD BOARD 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
Bert L. Daily, Inc., 126 E. Third St., Dayton, 
0 


io. 
National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


CHRISTMAS DECORATIONS 
Buckbee-Mears Co., Fourth and Ro.abe!l Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Marsene Transparent Paper Corp., 1926 W. 
Tenth Ave., Gary, Ind. 
meth 367 Hudson Ave., Brooklyn, 
N 


J. B. Timberlake & Sons, 120-24 E. Washington 
St., Jackson, Mich. 


COMPOSITION BOARD 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 
Flamingo Adv. Co., 420 Lexington Ave., New 
York City. 
Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 
— Mfg. Co., 162 Clifford St., Providence, 
a & 


CREPE PAPER 
Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 
International Register Co., 13 S. Throop St.. 
Chicago, Ill. 
CUTTING MACHINES 

International Register Co., 13 S. Throop St., 
Chicago, Ill. 
Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 


CUT-OUTS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 
Erie Litho. & Ptg. Co., Erie, Pa. 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio. Baltimore, Md.; Brooklyn, N.Y. 


DECORATIVE PAPERS 


The Murdison Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philade!- 
phia, Pa. 


DEEP SEA WONDERS AND CURIOSITIES 
FOR WINDOW DISPLAY 
jones Fleischman, 1105 Franklin St., Tampa, 
a. 


DISPLAY COUNSEL 

Flamingo Adv. Co., 420 Lexington Ave., New 
York City. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 

Morey Decorative Studios, 107 Arlington St., 
Boston, Mass. 

Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—GLASS 
International Clearing House of N. Y., Inc., 
303 Fifth Ave., New York City. 


DISPLAY FIXTURES—METAL 

The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 

Bronson Reel Co., Bronson, Mich. 

Burr Oak Mfg. Co., 20 E. Jackson Blvd., Chi- 
cago, Ill. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

The Display Center, 1440 Broadway, New York 


City. 

Detroit Store Fixture Co., 701 Gratiot Ave., 
Detroit, Mich. 

Embosograf Corp. of America, 38-44 W. Twenty- 
first St., New York City. 

International Clearing House of N. Y., Inc., 
303 Fifth Ave., New York City. 

Hugh Lyons & Co., Lansing, Mich. 

S. M. Melzer Co., 915 Filbert St., Philadelphia, 


Pa. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

J. B. Timberlake & Sons, Jackson, Mich. 

Voigt Co., Twelfth and Montgomery, Philadel- 
phia, Pa. 

Wrought Iron Craftsmen, Inc., 162 W. Eighteenth 
St., New York City. 


DISPLAY FIXTURES—WOOD 

The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

Detroit Stora Fixture Co., 701 Gratiot Ave., 
Detroit, Mich. 

The Display Center, 1440 Broadway, New York 
City. 

Ever Ready Wood Working Co., 808 E. Fifth 
St., New York City. 

Hugh Lyons & Co., Lansing, Mich. 

S. M. Melzer Co., 915 Filbert St., Philadelphia, 


Pa. 
The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 
Rueckert Mfg. Co., 162 Clifford St., Providence, 
ee 


The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


DISPLAY FIXTURES—WROUGHT IRON 
The Display Center, 1440 Broadway, New York 
i 


City. 
S. M. Melzer Co., 915 Filbert St., Philadelphia, 
Pa. 


DISPLAY FORMS 

The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 

International Clearing House of N. Y., Inc., 
303 Fifth Ave., New York City. 

Hugh Lyons & Co., Lansing, Mich. 

Metropolitan Display Fixture House, Inc., 122 
Fifth Ave., New York City. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe . ae Co., Inc., Aurelius Ave., Auburn, 
Be Ee 


DISPLAY NOVELTIES 
. Adler-Jones Co., 651 S. Wells St., Chicago, 


Or’Egon, 2250 Rockwell Ave., Cleveland, Ohio. 
—" Mfg. Co., 162 Clifford St., Providence, 
Re £. 


DISPLAY RACKS 
Bronson Reel Co., Bronson, Mich. 
Burr Oak Mfg. Co., 20 E. Jackson Blvd., Chi- 
cago, Ill. 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 





‘Your Inquiry Will Receive Better Attention It You Mention DISPLAY WORLD When Writing to Any of These Concerns.) 
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FABRICS FOR DISPLAY 
= Felters Co., Inc., 99 Bedford St., Boston, 
ass. 

Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


FELT 
The Felters Co., Inc., 99 Bedford St., Boston, 
Mass. 


FLOOD LIGHTS 
The Frink Corp., 369 Lexington Ave., New York 
City. 


FORMICA 

The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 

FURNITURE FOR SHOW WINDOWS 
Ever-Ready Wood Working Co., 808 E. Fifth 
St., New York City. 
Modern Art Studios, Inc., 4234 Drummond Place. 
Chicago, Ill. 


GELATINE SHEETS 
Bee Sa 367 Hudson Ave., Brooklyn, 


GOLD FOIL 
Lehmaier, Schwartz & Company, 511-41 West 
Twenty-fifth St., New York City. 


‘HOSIERY DISPLAY FORMS 
a F ee Co., Inc., Aurelius Ave., Auburn, 


INTERIOR DECORATIONS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 
Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 


LAMP COLORING 
Rosco Laboratories, 367 Hudson Ave, Brook- 
lyn, N. Y. 


LETTERING BRUSHES 
Dick Blick Co., Galesburg, II. 


ay aig Daily, Inc., 126 E. Third St., Dayton, 
0. 
= E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 
Newton-Stoakes-Faust Pen & Ink Mfg. Co., 
Pontiac, Mich. 


LIGHTING FIXTURES—STORE 
Voigt Co., Twelfth and Montgomery, Phila- 
delphia, Pa. 


LITHOGRAPHED DISPLAYS 
Erie Litho. & Ptg| Co., Erie, Pa. 
i & Sheinkman, 2 Duane St., New York 


City. 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, 1 A 


MANNEQUINS 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, II. 
National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 
Character Display Co., 3249 N. Herndon St., 
Site 
Splays Animated Co., P. O. B - 
dale’ Cane ox 374, Glen 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 122 Fifth Ave., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ili. . 

United Display Service, Inc., 440 S. Dearborn 
St., Chicago, IIl. 


MECHANICAL FIGURES 
Metropolitan Display Fixture Clearing House, 
Inc., 122 Fifth Ave., New York City. 


MIRRORS 
Or’Egon, 2250 Rockwell Ave., Cleveland, Ohio. 


MODEL DISPLAYS 
Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill. 


MOTION DISPLAYS 
Character Display Co., 3249 N. Herndon St., 
Chicago, Il. 
The Reinhold Studio, 8 Upham St., 
Mass. 


Revere, 


MOTOR SAW 


The International Stumping Co., 400 N. Leavitt 
St., Chicago, Ill. 


NORTH RIDGE PINES 
North Ridge Brush Co., Inc., Freeport, Ill. 


ORNAMENTS—WOOD 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


PAPIER MACHE DECORATIONS 


Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 


PLUSHES 
Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, II. 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
Miracle Fabrics Co., 180 Madison Ave., 
York City. 


New 


POSTERS 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 

Flamingo Adv. Co., 420 Lexington Ave., New 
York City. 

Lutz & Sheinkman, 2 Duane St., New 
City. 

The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y. 


York 


PROJECTORS—ENLARGING 
Se Co., 92 E. Lakeview, Columbus, 
0. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 

REFLECTORS—WINDOW 
The Frink Corp., 369 Lexington Ave., New 


York City. 


SCHOOLS—CARD WRITING 
Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 
The Koester School, 314 S. Franklin St., Chi- 
cago, Til. 
Morey School of Decorative Advertising, 107 
Arlington St., Boston, Mass. 


SCHOOLS—DISPLAY MERCHANDISING 
MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 
SCHOOLS—WINDOW DECORATING 
The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCREEN PROCESS DISPLAYS 
The Davis Bulletin Co., Inc., 10-16 Lock St., 
Buffalo, N. Y. 


SCROLL CUTTERS 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SCROLL SAWS 
The International Stamping Co., 400 N. Leavitt 
St., Chicago, Ill. 


SHOE DISPLAY FORMS 
~~ Raat Co., Inc., Aurelius Ave., Auburn, 


SHOW CARD BOARD 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


SHOW CARDS 
Card Display, Inc., 22 W. Thirty-second St., 
New York City. 
Embosograf Corp. of America, 38-44 W. Twenty- 
first St., New York City. 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y. 


SHOW CARD COLORS 
Dick Blick Co., Galesburg, I11. 
ae L. Daily, Inc., 126 E. Third St., Dayton, 
0. 
Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 
SHOW CARD PRINTING OUTFITS 
National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 
SHOW CARD SUPPLIES 
Dick Blick Co., Galesburg, Ill. 


Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 


Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


SHOW CARD SYSTEMS 
Card Display, Inc., 22 W. Thirty-second St., 
New York City. 
Embosograf Corp. of America, 38-44 W. Twenty- 
first St.,. New York City. 


SIGNS—BRASS AND BRONZE 
Art In Bronze Co., Inc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—WOOD 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Il. 


SILK SCREEN PROCESS SUPPLIES 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SPOT LIGHTS 
The Frink Corp., 369 Lexington Ave., 
York City. 


STAINED GLASS EFFECTS 
Windowphanie Corp., 11 E. Fourteenth St., 
New York City. 


STENCIL CUTTERS 
The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


STORE ARCHITECTS 
The Kawneer Co., Niles, Mich. 


STORE FIXTURES 
The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 
Ever-Ready Wood Worxing Co., 808 E. Fifth 
St., New York City. 


STORE FRONTS 
The Kawneer Co., Niles, Mich. 


TINSELS (GLASS) 
Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


New 


TIN FOIL 
Lehmaier, Schwartz & Company, 511-41 West 
Twenty-fifth St.. New York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Botanical Decorating Co., 319 W. Van Buren 
St., Chicago, Ill. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 


VELOURS 
Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


VELVET-COVERED FIXTURES 
Morel Mfg. Co., 38 W. Thirty-second St., New 
York City. 


VELVET-COVERED JEWELRY DISPLAY 
FIXTURES 


C. Weinstein, 30 E. Fourteenth St., New York 
City. 

Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 
Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


WINDOW BACKGROUND SERVICE 
United Display Service, Inc., 440 S. Dearborn 
St., Chicago, Ill. 


WINDOW DISPLAY INSTALLATIONS 
Window Advertising, Inc., 300 Fourth Ave., 
New York City. 


WOOD CARVINGS 
Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 


WOOD-WORKING SAWS 
The International Stamping Co., 400 N. Leavitt 
St., Chicago, Ill. 





(Your Inquiry Will Receive Better Attention if You Mention DISPLAY WORLD When Writing to Any of These Concerns.) 
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With Detroit Displaymen 
(Continued from page 76) 
with painted figures, etc., on each side, these suspended 


from ceiling, and from these were many colored balls, 
bells and other ornaments giving the complete picture 
a festive air. Santa held the major attention, and 
was well arranged on his throne for speedy yet satis- 
fying hand-shaking and visits. One booth of out- 
standing attractiveness was one of birds and gold 
fish. This received lots of attention as well as the 
books, games, dolls and many, many others. 

At Hudson’s, on Woodward Avenue, four very 
clever drops painted on black velvet were used for a 
variety of merchandise from time to time. These in 
general art or substance were similar and could be™ 
termed AN OLD FASHIONED CHRISTMAS. 
These scenes with their illuminated paint stood out 
in beautiful contrast, making a wonderful setting of 
dignity and balance. A large corner window with 
similar background treatment flared forth with a med- 
ley of toys dear to Santa and the kiddies. Many 
other windows dotted here and there among their 
forty windows displayed Christmas merchandise with 
merely a setting of velour drop and holly wreath. 
The interior had a simple effective treatment of many 
24-inch German holly wreaths and garlands, with the 
store slogan beautifully lettered, here and there, 
namely, IT’S CHRISTMAS TIME AT HUDSON’S 

The large twelfth floor auditorium after weeks of 
preparation was publicly presented, following the gi- 
gantic parade on Thanksgiving morning, a custom of 
years’ standing. This parade (and the writer saw it) 
is a work of art in its preparation, finnesse and ap- 
pealing value to the public in general in this city. 
Although a rather stormy morning, a low estimate 
of attendance would be 200,000 children, and their 
fathers who used the old circus excuse. Old Santa 
led the way to the big store and was placed on his 
throne the following morning where the children con- 
fided in him. The toys, dolls, etc., in an arrangement 
of special groups make selection easy. 

At the Ernst Kern Store, the displays ably directed 
by Wm. Hooper for the Christmas season, were beau- 
tiful and unique. The outside decoration was cen- 
tered on the corner of Woodward and Gratiot with an 
immense lighted candle about eighty feet high and 
ten feet wide starting from the marquees and reaching 
far up the side of the building. With this. decoration 
on each side were red electric lighted signs three feet 
high, one side reading, BUY GIFTS AT KERN’S; 
the other, THE CHRISTMAS GIFT STORE. The 
windows were all very similar in decorative treat- 
ment, every other one centered with a three-stemmed 
electric lighted poinsettia of huge proportions, the 
others having a large holly wreath and ribbon bow. 
The toy window varied from this treatment, with a 
complete coverage in background of a fantastic paint- 
ing, very modern, of Christmas toys, books, etc. The 
main floor was a picture of color with the main aisles 
vividly outlined with many standards of poinsettias 
electric-lighted in groups of three. Throughout the 
upper floors, wreaths with ribbon bows were used on 
columns and side walls. 















